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Rough Proofs 


Gladys the beautiful receptionist 
says she sees a pharmaceutical 
house is advertising a gold treat- 
ment for rheumatism, and she 
knows a lot of people who would 
like to take that cure. 


7.5 Je 


J. E. Barnum says that nylon 
stockings, once a premium. item 
of high demand, are now not 
nearly so attractive. 

Not until after they’re filled, 
that is. 

eT | 


“How important is entertain- 
ment in selling advertising?” asks 
an AA writer. Well, 
trying to sell Sunshine biscuits, 
entertainment by Gene Flack 
may be very important. 


2 


man” is looking for a new agency 
connection, according to the classi- 
fied ad. 

Don’t be so unbearably modest. 


v v v 
“Touch a toad and get a wart. 
Interesting, but definitely not 


true,” says the New York Mirror. 
Who was that beautiful young 
princess who touched a toad and 
got a husband? 


a oe, 


The Post Office Department, the 
Pay-Off reminds us, bans misuse 
of business reply cards and en- 
velopes. Anonymous writers of 
wisecracks and poison pen notes 
should at least pay their own 
postage. 

v v v 


Even Edgar Guest slips now 
and then, as he did in that fine 
tribute to Henry Ford, and uses 
“disinterested” when he _ intends 
to say “uninterested.” 


v v v 
cry of vanishing profits,” head- 
lines the world’s greatest advertis- 
ing journal. 
Yes, the buyers’ market is here 
again. 
v v ¥ 


they’re getting now. 


a rs 


personnel popular,” says the news 
Story telling how everybody’s do- 
ing it. 

Nobody’s ever tried to shoot 
Santa Claus. 


7 3 


Deac” Smith, of the Charlotte 
Engraving Company, received a 
medal from Fort & Co. “for serv- 
ices beyond the call of duty.” 

Maybe the customers should get 
one too—they also serve who only 

id and wait. 


_ ao 


Carnation and Campbell Soup 
have sued Armour & Co., claiming 
that Raymond Loewy’s expensive 
hew label designs infringe theirs. 

it’s a pretty compliment, even 
though a bit left-handed. 


Copy Cus. 


if you're | 


39 States Plan $4,000,000 


Advertising Expenditures 


Big Agencies Next 
as Guild Spurs 
Organization Drive 


Job Classifications, 


| 


“Fairly brilliant idea and copy | 


Minimum Wage-Hours 
Security Are Objects 


By JOHN CRICHTON 

New YorkK—Major agencies 
and art services are the next tar- 
get for the Advertising Guild, a 
local of the CIO’s Office and Pro- 
fessional Workers of America. Ad- 
vertisers aren’t on the agenda, 
although the union says the per- 
sonnel of advertising departments 
in some companies is “interested.” 

Currently, Local 20 has seven 
agencies and studios under con- 
tract, none of them bulking large 
in billings. But the move into 
the larger organizations is under 
way; several agencies are nego- 
tiating where the union has signed 
up a majority of employes, and 
several more are being organized. 
Grey Advertising Agency (bill- 
ings about $9,500,000 prior to its 
recent acquisition of the Van 
Heusen and Gruen accounts) will 
hold an election May 7. 


Agencies already under con-| 


tract are: Louis M. Cottin & Co., 


| Meyer-Both Company, Whitby As- | 


| sociates, Chernow Company, Mor- 


“*Bunk’ says adman to agency | 


| 


The May issue of Science II-| artists were 1 
lustrated features topics such aS writers and publicists, but, 
ealing, drinking and smoking in| union says, 
1960. Confirmed drinkers say they | was directed toward war activi- 
are perfectly satisfied with what | ties, 


| 


| 
| 


} 


i 
| 
| 
| 


ton Freund Advertising and Trade 
Union Advertising. The union is 
recognized by Graphia Studios. 


Started 11 Years Ago 


Actually, the guild has an 11l-) 
| year history, but only in the past | Fithian: 
|two years has it begun to drive | “PP! 
|for larger membership. Founded | 


in 1936, its membership was prin- 
cipally free lance artists, and it 
had only Green-Brodie, Inc., under 
contract. In 
reinforced by copy- 


its principal emphasis 


Advertising Men for Roosevelt 
drive. 


“Extra compensation for agency | Pies the same year it merged with 


local No. 1. In May, 1945, the ad- 
vertising group reorganized, be- 
gan its drive. 
Union policy is not to disclose 
(Continued on Page 73) 


Market Facts 


and figures are in 
‘Info for Advertisers,’ 


Page 12. Other features: | 


eee er er er rors 12 
Advertising Market Place........... 
Department Store Sale 

Editorials aes 
Getting Personal 
Feature Page 

In Washington ane. 
Photographic Review . ere 
Private Lines eer 

Rough Proofs 
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Idaho, Montana Start; 
Kansas, Ohio Stop; 
12 Will Increase 


By LAWRENCE M. HUGHES 


New YorK—The War Between 
the States, for tourists, industries 
and markets, is getting vigorous, 

Current reports to AA from 
governors and other officials on 
their advertising plans for the 
year or biennium, in most cases 
starting next July 1, reveal gen- 
erally larger budgets and greater 
promotion - mindedness in both 
legislative and executive depart- 
ments. / 

Some appropriations are still to 
be voted. Some programs are still 
to be shaped. But evidence sub- 
mitted recently shows that 39 of 
the 48 states probably will spend 
a total of about $4,000,000 in ad- 
vertising in the next year. 

Two states—Idaho and Montana 


wise, and two—Kansas and Ohio 
—will stop advertising. Fifteen 
will continue generally on the 
present basis; 12 probably will 
expand; three will reduce, and 
seven, at this writing, have not 
yet authorized programs. 


Seven Are ‘Holdouts’ 


Also, seven may not advertise 
at all. This group includes—be- 
lieve it or not—Colossal Califor- 
|nia and Titanic Texas, as well as 
Delaware, Maryland, Nebraska, 
Nevada and North Dakota. 


ent bases are Arizona, Arkansas, 
Colorado, Kentucky, Louisiana, 
| Maine, Michigan, Minnesota, Mis- 
souri, New Hampshire, New York, 
Rhode Island, South Carolina, 
Tennessee and Utah. 

Expanding are Indiana, Missis- 
New Mexico, North Caro- 
(Continued on Page 58) 


—will start to advertise, tourist-- 


Continuing to advertise on pres- 


HYATTSVILLE 


MERCHANTS ARE 


100% 


BEHIND THE NEWBURYPORT PLAN 


by CUTTING PRICES on 
HUNDREDS OF ITEMS 


10% 


Starting Tomorrow at 9 A.M. 
The progressive merchants of Hyattsville, to assist President Truman's 
price reduction movement, have adopted the Newburyport Plan 
to slash prices 10%. SHOP AND SAVE IN HYATTSVILLE! 


Sponsored by the Retail Merchants of 


HYATTSVILLE, MD. 


‘SHOP AND SAVE'—With this large- 
space newspaper ad, Hyattsville, Md., 
| merchants last week announced their 
decision to adopt the “Newburyport 
plan" of 10%, price reductions. 


Keys to Fate of 
Newburyport Plan 
Held by Suppliers 


10% Price Slash 
Proves a Bonanza 


| for N. E. Merchants 


NEWBURYPORT, Mass.—The eyes 
lof Texas —and 47 other states — 
were upon this northeastern Mas- 
sachusetts town of 17,000 popula- 
tion last week as the much her- 
alded “Newburyport plan” of re- 
|tail price reductions wound up 
its 10-day trial period. 

The ultimate fate of the experi- 
|ment, under which practically all 
| Newburyport merchants cut prices 
|10% on everything that could be 


cut, still hung in the balance, de-_ 
|spite almost unanimous enthusi- | 


/asm of retailers, who reported 
|sales ranging upward as high as 
160% over “normal,” with much 
| of the trade coming from 
| (Continued on Page 6) 


| series over ABC. 


four weekly programs. 
| SP radio and screen artists. 


' ‘ rectors Guild, in charge of the radio phase, reports that the first part 
Book & Magazine Guild, as|of the program will cost approximately $300,000. 


| Page 8.) 
Seaboard Ads Announce 


Last Minute News Flashes 
1941 and 1942, the | ABC Net to Carry AFL Radio Series 


New York—The radio phase of the American Federation of Labor's | 
the | propaganda battle against stringent labor legislation will get under | 
| way today at 3:45 p.m., EDT, with an across-the-board dramatized | 

(Originating station, WJZ, New York). In addition, | 
and in 1944 it sparked the | 9:30-10 p.m. on ABC has been selected for the first evening series of | 
The Thursday night variety hour will star 
May 8 is the starting date. 


Radio Di- 


(Earlier story on 


‘Silver Comet’ 


| Norro_k, Va.— Following a teaser campaign which began in 20| 
newspapers in on-line cities for Seaboard Air Line Railroad, the road | 
will use 300- and 1,000-line advertisements in 90 Seaboard cities to 
announce a new streamliner, the Silver Comet, which goes into serv- 
lice between New York, Atlanta and Birmingham May 18. 
|plans a follow-up campaign after inauguration of service. 
| Company, New York, is the agency. 


‘Barcanic Joins Tatham-Laird Agency 
Cuicaco—Joseph Barcanic, previously art director of the Chicago 


The line 
Caples 


| office of Batten, Barton, Durstine & Osborn, has joined Tatham-Laird, 


62| Inc., as associate art director. Before joining BBDO he served as art 
50| director of Hart, Schaffner & Marx. 


: ‘Schulze & Burch Appoints R&R 


| CHricaco—Schulze & Burch Biscuit Company, with plants here and 


24| in Sioux City, Iowa, has appointed Ruthrauff & Ryan to handle its 


advertising. Radio, panel posters and newspapers will be used to pro- 


. 7 mote its general line of cookies and crackers. 
(Additional News Flashes on Page 79) 


| second part, 
a supplement to AA May 19, will 


New | 
| which less than $50,000 was spent 


| 
Cadet Dog 
| Friskies Dog Food 
|Gro-Pup Dog Food 


Products Getting 
Top Newspaper Ad 
Support Revealed 


2,702 Items Listed 
in Huge Compilation 
by Media Records 


New YorK—The two “products” 
that got the heaviest newspaper 
support in 1946 were “products” 
of the U. S. government. 

The War Assets Administra- 
tion spent $2,510,173 in news- 
papers, and the U. S. Army Re- 
cruiting Service spent $1,083,053. 
There were two other million- 
dollar newspaper budgets backing 
individual products — $1,489,215 
for Lucky Strikes and $1,058,747 
for Raleigh cigarets. 

These leaders are revealed in 
the annual mammoth compilation 
by Media Records of expenditures 
in 338 daily newspapers published 
in 108 cities. The compilation 
covers 2,702 products and services 
on which $5,000 or more was 
spent in the 338 dailies. Cost of 
the “tabulation was underwritten, 
for the second successive year, by 
ADVERTISING AGE and two other 
organizations. 


2nd Part Due May 19 
The compilation consists of two 
parts. One part, showing expendi- 
tures for separate products and 
services by product classifications, 
is presented in this issue. The 
to be published as 


list in alphabetical order some 
2,000 companies spending $5,000 
or more each in the newspapers 
last year. The list will reveal the 
leading newspaper advertisers of 
1946. 

The product breakdown this 
week lists every product on which 


| $50,000 or more was spent in the 


108 cities, as well as seme prod- 
ucts in a few classifications on 


last year: 

AGRICULTURE 

PU is ses csriden $ 19,316 
47,955 
49,428 
29,118 
43.315 
35,518 
36,502 
19,703 
90,353 
64,697 
74,967 
30,142 
17,367 
79,568 


Hunt Club Dog Food... 
Hy-Gee Dog Rations 
Ken-L-Biskit 
ES 
Laddie Boy Dog Food.. 
Michigan Bulb Co ie 
Milk Bone Dog Biscuit..... 
Parad Dog Food.......<. ‘ 
Rex Hunters Dog Powders 
Sergeant’s Dog Medicines. 
Vigoro 


ALCOHOLIC BEVERAGES—BEERS 
Acme Beer & Ale.. , $ 79,317 
Ballantines Beer & Ale. 381,542 
Black Horse Ale.. : 99,087 
Budweiser Beer & Ale 253,437 
Edelbrew ... 51,606 
EFichlers ..... Fr 70,248 
Falls City Beer 
Falstaff. ve ; 
Harvard Beer & Ale. ‘ 
Hudepohl Beer & Ale.... : 2 
Miller High Life 67,295 
Pickwick Beer & Ale 
Piel's Beer & Ale. 
Prior Beer & Ale 58,384 
Rheingold Beer & Ale $91,390 
Ruppert Beer & Ale.. 
Schaefer Beer & Ale 
Schiitz ., reer 117,546 
Southern Select .. : 
Trommer’'s Beer & Ale. 
U. S. Brewers Foundation 
Wiedemanns Beer & Ale 


ALCOHOLIC BEVERAGES—WINES 
Cresta Blanca . , 328,799 
Croix Royale 
Franzia ... 

Gallo 
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Patent Office 


Sets Up Rules 
for Lanham Act 


WASHINGTON—The Patent Office 
cleared the way for new trade- 
mark protection last week with 
the completion of a proposed set 
of rules for administration of the 
Lanham Act, scheduled to go into 
effect July 5. 

Subject to revision following a 
public hearing May 23, the rules 
outline steps for establishing in- 
contestable trademarks, and for 
obtaining such Lanham Act bene- 
fits as the registration of service 


DISPLAYS Veen ‘Aosuiia 
‘oz, CONVENTION EXHIBITS 3 


and TRADESHOWS 6 
DAN BRUGAWN Zéone vea.i278 


DISPLAY STUDIOS ir9Nno weiis st 
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‘and certification marks, and as- 


signment of valid trademarks. 

In anticipation of expanded in- 
terest in trademark registration 
that is expected to stem from the 
new law, the rules tighten ethical 
standards for trademark lawyers, 
including a strict provision against 
advertising by members of the 
trademark bar. 


Letters, Cards Okay 


This provision, introduced last 
year by Patents Commissioner 
Casper Ooms, prohibits any at- 
torney from using display adver- 
tising, circulars, letters and simi- 
lar material to solicit business. 

It permits the use of “simple, 
professional letterheads, calling 
cards or office signs; simple an- 
nouncements necessitated by open- 
ing an office, change of association 
or change of address.” 

To get the incontestability bene- 
fits of the Lanham Act, the trade- 
miark must be registered or re- 
published some time after July 5. 


| Under the rules, existing trade- 


a 


marks republished to obtain Lan- 
ham Act benefits are not subject 
to opposition which may ordi- 
narily be incurred by new trade- 
marks. 

Original applications for reg- 
istration under the new law must 
include a description of the goods 
with which the mark is used; 
proof of distinctiveness, and a 
verified statement of substantially 
continuous and exclusive use. 


Affidavits Required 


Between five and six years after 
the mark is registered, the owner 
may establish its future incon- 
testability by filing an affidavit 
that it is still in use. Unless such 
an affidavit appears before the 
end of the sixth year, the mark 
is removed from the register. 

Lanham Act registrations ex- 
tend for 20 years, and may be 
renewed. Trademarks previously 
registered under the acts of 1881 
and 1905 may be renewed under 
the old law, but do not become 
incontestable unless republished 


under the Lanham Act. 

Under the act, registration in 
the Patent Office is “constructive 
notice” of ownership anywhere 
in the United States. Where there 
is more than one “first” user, the 
law provides for “concurrent” use 
of a mark. 

The Lanham Act makes it 
easier to use geographical names 
and it opens the way for registra- 
tion of collective service marks. 
It sets up a “secondary” register 
for reporting marks for use abroad 
which are not acceptable as valid 
primary marks here. 


Bacon Joins WCBS 


Milton Bacon, for a number of 
years a CBS narrator, has joined 
WCBS, New York, as assistant to 
the general manager. 


Names Peterson 


David C. Peterson has been 
named director of engineering and 
research in the main Chicago 
plant of Stewart-Warner Cor- 
poration. 


The United Nations meet every time I mix a prescription! 


TUU * Ue, 


Allen Fail 
to Get Rise— 
from Hooper 


New YorKk—Despite front page 
publicity resulting from Fred 
Allen’s historic period of silence 
April 20, when NBC faded him ty 
stall a reference to a network 
vice-president, the popular come. 
dian’s Hooperating for April 2) 
dropped 2.9 from the preceding 
week, to 22.40. 

NBC executives who obtained 
the rating through a special sur. 
vey were inclined tt believe the 
drop was due to the normal 
amount of confusion resulting 
from the first day’s broadcasting 
under daylight savings time. 

The regular semi- monthly 
Hooper ratings—taken the night of 
the “Allen incident”—showed Bob 
Hope and Red Skelton, both of 
whom were whisked briefly off 
the air when they attempted to 
use the Allen fade as joke ma- 
terial, high on the list of leaders, 


The batting order: 


sD eRe PeTT LTC rr TL e 
et “EE “ag: nhs ace OW rts eee 
Fibber McGee & Molly......... 
ME SEK 600. wee eee SRE 
pe eee ee 
Charlie McCarthy 
Ce eee ere. 
p< Se Pe eee 
Screen Guild Players........... 22.3 


Walter Winchell .........cee0e 20.1 
Mr. District Attorney.......... 19.1 
POTS ree 18.3 
lg 18.2 
Se ED cca dis we wretes vines 16.1 
Great Gildersleeve ............ 16.0 


The Benny and Winchell rat- 
ings include second broadcasts, 
and the Skelton rating is a com- 
puted one. 


Daytime Leaders 


“When a Girl Marries’ moved 
from third to first among the day- 
time leaders: 


When Girl Marries............ som A re 
POStTIA Paces Lale 2.2.0.0 cccscees 7.6 , 
BUR FABAF ciiscccee sins cedeus's 7.5 being 
Young Widder Brown........... 7.3 
Romance of Helen Trent........ 7.38 2 nun 
me. Perkine (CBS) ..ccviccccecs 6.9 P 
Our Gal Sunday................. 6.7 tional 
Kate Smith Speaks............. 6.6 
ND errr rr eee ee 6.58 
gE e : 6.40 | First 
*No Wednesday broadcast. ling, 
**No Monday broadcast. : z 
As usual, the spread in daytime instit 
programs was narrow, with the Prose 
leader only 1.9 from the tenth 
show. of in 
In the most-sets-in-use cate- leat 
gory, C. E. Hooper, Inc., foundg '*** | 
that more sets. were on Mondays § <ustai 


from 9-9:15 p.m. EST (44.9), 
Sunday 8:30-8:45 p.m. EST 
(43.8), and Sunday 8:15-8:30 
p.m., EST (42.5). 


Canale Promoted 


V. E. Canale, general manager 
of National Advertising Service, 
New York, publishers’ representa- 
tive for college newspapers, has 


@ Imagine me, old Doc Clark, talking about 
nations meeting inside my prescription mortar. 
But, it’s true, 1f you look at it this way. 


The drugs that I use to make up your medi- 
cines come from 102 different countries. Fact is, 
I couldn’t fill your prescriptions without these 
products from other countries. 


That’s the reason I get sort of riled up at 
people who say we don’t need World Trade. 


Here’s the way I figure it . . . and I think 
the same goes for you whether you’re working 
in a factory ... or selling cars ... or cutting 
hair. 


I spend a share of my money right here in 


my neighborhood . . . for shoes and shirts and 
a movie now and then. That helps make jobs 
here. 


But, another share goes to the big drug 
manufacturers in Detroit and Chicago and St. 
Louis. They pay their workers and then send 
a slice on to India, China, Italy and other 
countries to pay for the materials sent them. 


This puts money in the hands of foreign 
workers and farmers. It permits them to buy 
...and pay for . .. the things they need from 
us ... machines and foods and radios and cars. 


Being a business man myself, I can’t help 
but recognize the value of this two-way trading. 


Part of Every Dollar You Get 


Comes From World Trade! 
This message is contributed as a Public Service 


by 
‘BUSINESS PUBLISHERS 
INTERNATIONAL CORP. 


(Affiliated with McGraw-Hill Publishing Co.) 


330 WEST 42nd ST., NEW YORK 18, N. Y. 


PUBLISHERS OF—Pharmacy International, El Farmaceutico, The American Automobile (Overseas Edition), El Automovil Americano, Ingenieria 
Internacional Industria, Ingenieria Internacional Construccion and the McGraw-Hill International Digest. 


From my side of the counter, it’s easy to see 
that the more we buy from other countries the 
more they can buy from us. 


The more they buy, the more profits we'll 
make and the more jobs we'll have. 


_ Another thing that’s mighty important now 
while we’re trying to win the peace... 

When you do business with folks, you can’t 
afford to get mad at them .. . and they can’t 
afford to be bad friends with you. 

* * * 
Yes, I think I’m right when I say . . . the 


United Nations meet every time I mix a pre- 
scription. 


been appointed president of the 
company. 


ee 


Paper is scarce and valuable 
... avoid hoarding and waste 


(gated 


THE MARTIN CANTINE COMPAN 
 SAUGERTIES, N.Y. | 
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Service, 


| "A re-survey of the Institutional field which is now 


being conducted has progressed sufficiently to provide 
a number of definite conclusions regarding the institu- 
tional market of today. 


“First, the huge backlog of new construction, remodel- 
ling, repairing and extension of existing facilities of 
institutions throughout the country is continuing. 
Present plans for such improvements in a large number 
of instances are being increased over original plans of 
last year. The final figures undoubtedly will show a 


sustained demand for all types of products used in the 


A ie 


f: Each month INSTITUTIONS Magazine reaches the buying and specifying factors in the foregoing institu- 


tions which make up the institutional field. 
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institutional field. 


"Our experience in servicing clients with products for 
the institutional field has demonstrated that here is a 
responsive market which must keep the well being and 
best interests of its guests, patrons and patients upper- 
most in mind at all times. As a result, its purchases 
and requirements constitute a continuing demand, huge 
in size and controlled by key purchasing and specifying 
individuals." 


The foregoing observations by Mr. Jay Lavenson of the 
Lavenson Bureau, prominent Philadelphia advertising 
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agency, give a preview of some of the information now 
being developed from a survey among over 50,000 hos- 
pitals, schools, hotels, colleges, restaurants and other 
types of institutions throughout the nation. 


INSTITUTIONS Magazine is the only publication which 
reaches all segments of the institutional field. It reaches 
and influences the key buying and specifying factors 
who constitute your mass housing and mass feeding 


market. For further information consult your advertising 
1900 


agency or write to INSTITUTIONS Magazine, 
Prairie Avenue, Chicago 16, Illinois. 
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BMB Releases 
Copies of Network 
Audience Report 


New Yorx—Advance copies of 
the Broadcast Measurement Bu- 
reau’s network report were on 
their way to the four major na- 
tional networks and the 10 re- 
gional networks last week, as the 
long-awaited book emerged. 

All stations subscribing to BMB 
will eventually get copies, as will 
all members of the American As- 
sociation of Advertising Agencies 
and the Association of National 
Advertisers (advance copies went 
to both association headquarters). 
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| Additional copies of the 402-page 


ee be available at ® Common Policy 
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The audiences listed for the 
regional networks are for: Amer- § htt H lf 
‘ican Western net; Columbia Pa-| Ou 0 a 
cific net; Don Lee; Intermountain; | 
NBC Western; New England Re- 


s «8 
| gional; Oklahoma net; Texas State | Postal Deficit 


net; Wisconsin net and Yankee) 


| Network. 

| Network audience measure-|the House and Senate post office 
ments differ from stations, in one /committees met together Tuesday 
major respect: A family listed|to “talk over” the postal deficit, 
which listens to two or more sta-| and presumably to try to arrive 
|tions of the same network is re-|at a common front on the reme- 
|ported in both station audiences| dies that are to be proposed to 


/but only once in the network | Congress. 


WASHINGTON—Subcommittees of 


audience. The results, if, any, of this 
™ highly unorthodox strategy were 
" not immediately known, but the 
Sponsors All Night Show 'House committee later in the 


Station WOR’s all night show| week resumed highly secret dis- 
has been sold to Alan Davoli, Inc.,| cussions on revision of the Rees 
maker of sailboats and plastic| pil], which set out to raise $174,- 
{ haogeel cited “9 gg 4 by | 900,000 in new revenue. 
| Levy vertising gency, ew- F 
ark, represents the first time that | While there was only fragmen- 
‘the show has been completely sold | ‘TY information about this re- 
| to one sponsor since its inaugura- |vision, it is known to reflect to 
'tion in 1940. Lvarying degrees the criticism of 


publishers and business mail users 
who questioned the wisdom of in- 


Advertising Age, May 5, 1947 


suggestions from other major 
users of third and fourth class, 


creases ranging from 40% to 100% | were brought to the meeting, 


for most mail services. 

The effort to unite on a common 
policy reflects a fear among many 
committee members that the pro- 
tests of various mail users will 
stir so much committee and floor 
discussion that agreement will not 
be possible before summer ad- 
journment. 

While Congressional commit- 
tees seldom confer on legislation 
until the houses have passed di- 
vergent bills, the door to coopera- 
tion on the postal -issue was 
opened as far back as March 4 
when Sen. William Langer (R., 
N.D.) proposed joint hearings to 
save time. 

Shortly before the subcommit- 
tees met Tuesday, Senate mem- 
bers heard Dr. Lewis Sorrell, 
spokesman for the National Coun- 
cil of Business Mail Users, outline 
an industry plan for across-the- 
board increases to raise $75,000,- 
000 to $80,000,000. 

His proposals, as well as similar 
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“So often, a lifetime’s smoking habit is determined by a young 


man’s first pipe. Give him a good one, and he’s sold... with a sale that repeats 


personal and gift purchases for many years to come. 


“For this reason, we at L. H. Stern, 50 years in business our- 


selves, consider PIC an important adjunct to the many other publications 


used to describe our LHS Pipes. After all, the first pipe a young man buys 


is likely to be the one he sees in the pages of a magazine whose other ad- 


vertisements, merchandising hints and feature articles hit him at the direct 


point of sale and prove satisfactory?’ 
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MARKET 


where committee members sought 
to decide how much, if any, new 


| revenue to raise toward the postal 
| deficit, 


now mounting beyond 
$300,000,000. 


Doubts Value of Study 


Dr. Sorrell ques.vioned the value 
of an “efficiency study” such as 
that proposed by the National 
Publishers Association—a second 
item of interest to the two com- 
mittees. He said Council mem- 
bers, including major mail order 
houses, recognize that the Post 
Office, like other businesses, must 
raise its prices to offset higher 
costs. 

While his proposals involve all 
non-first class services except 
second class, Dr. Sorrell cautioned 
that they were conditioned on the 
assumption that second class users 
would have to make “a substan- 
tial contribution,” too. 

He was followed by Walter Ful- 
ler, president of Curtis Publishing 
Company and National Publishers 
Association, who argued that 
“deficit classes” could make a con- 
tribution through more volume as 
well as higher rates. 

Making his third appearance, 
Mr. Fuller predicted that second 
class volume would be up sub- 
stantially this year, and that it 
would be up considerably more 
next year when a large increase 
is anticipated in the supply of 
book paper. 


Would Provide Credits 


In addition to his suggestions 
for third class, parcel post, cata- 
logs and_ special services, Dr. 
Sorrell asked bookkeeping changes 
to credit the Post Office for han- 
dling government mail, and for 
the subsidies it pays airlines and 
RFD service. 

“We do not question the right 
of Congress to embark on social 
objectives,” Dr. Sorrell said, “but 
non-commercial activities of the 
Department ought to be charged 
to the taxpayers generally instead 
of the mail users.” 

His proposals include a 144-cent 
post card; 1%4-cent rate on bulk 
circulars instead of 142 cents pro- 
posed by the Department; money 
order, insured, C.O.D. and registry 
fees approaching those of the de- 
partment’s proposal. 

His third class proposal would 
raise $20,000,000 compared with 
$30,000,000 by the Rees bill plan; 
his parcel post schedule $25,000,- 
000, half the Rees bill plan. He 
offers 5-cent postal notes to at- 
tract business to this less costly 
service, and pares the suggested 
rate on the first pound for books 
from 8 cents, in the Rees bill, to 5 
cents, an amount 1 cent above the 
present. 


Resigns Eversharp Post 


Louis J. Skinitzero has resigned 
as vice-president in charge of ex- 
port sales of Eversharp, Inc., Chi- 
cago. 


with us, that means 
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BRUCE RICHARDS CORP. 
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131 E. 23rd St., New York 10 
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Prices have gone haywire! 


Take bubble gum. Used to be a penny. Now 
it’s a nickel. Makes no more bubbles. Does- 
n't even make bigger bubbles. 


Prices have gone haywire! 


Take food. Take clothing. Take automobiles. 
Take almost anything. Small wonder Presi- 
dent Truman has spoken so strongly on the 
subject. Or that Macy’s bought page ads 
to say: 


“Unless prices are lowered, 
we believe a business recession 
is probable.” 


Prices have gone haywire! 


“Oh, not mine,” you insist. “Labor is up. 
Materials are up. My margins are not ex- 
cessive. I’m in line with my competition.” 


REMEMBER—THE CONSUMER CAN 
SPEND HIS DOLLAR ONLY ONCE 


Your real competition today is anybody 
with anything for sale. 


If the consumer is going to buy a new radio 
or a new stove—and your radio is too high 
... who’s your real competition? If the con- 
sumer can’t justify the price of any product 
in his own mind, he will probably end up 
with a completely unrelated item. 


How many people can afford to buy every- 
thing they want? 


Whatever became of that pre-war theme 
song, “More goods for more people at lower 
prices?” Please do some cold-eyed arithme- 
tic right now. Find out how much of your 
market you can conservatively hove to get 


What this country needs 


is a good gne-cent, bubble: 


under present conditions and prices. Then 
act... but fast! 


HOW TO REDUCE PRICES 
AND INCREASE NET PROFITS 


You can’t cut the cost of manufacturing 
your product. But you can cut the cost of 
manufacturing your customers. 


This demands the most intelligent advertis- 
ing job you ever signed your name to. 


This demands your agency do more than 
simply turn out ads. It must create local 
market excitement. 


This demands an utterly unjaundiced point- 
of-view from your agency’s people . . . no 
carbon-copy media buying, no cookie-cutter 
copywriting, no armchair merchandising. 


Maybe you’re lucky. Maybe your present 
agency can do all this. But unless they’re 
doing it right now for you, the chances are 
they never will. 


FIND THE RIGHT YOUNG PEOPLE 


The way to measure your agency is not by 
its dollar volume of billings, but by its 
dollar value of service. 


On such a service basis many big agencies 
can be too small for you... and some few 


smaller shops can be BIG. 


Find yourself one of these bright new- 
comers. Give yourself the pleasure and 
profit of working with fresh, uninhibited 
minds .. . with men who have more to gain 
from your advertising success than simply 
the commissions they will collect. 


We know several such agencies. In fact, im- 
modestly, we include ourselves. 


Write for our new free folder, ‘15 CENTS”’... 


ROYAL & DE GUZMAN cttecrtising 


452 Fifth Avenue, New York 18, N.Y. * CHickering 4-0140 
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Keys to Fate of 
Newburyport Plan 
Held by Suppliers 


(Continued from Page 1) 


Hampshire, surrounding Massa- 
chusetts, and even as far away as 
Maine, Vermont, Rhode Island and 
Connecticut. 

The retailers insist they can’t 
carry the burden themselves, and 
part of their plan involved asking 
8,000 suppliers to help bear the 
burden. By midweek, about 400 


ITS GROWER-READERS 
PRODUCE: 
38%, nation's apples 
90% nation’s winter pears 
37% nation's cherries 
40% nation's prunes 
98% nation's filberts 


Write for full story 
1135 S$. E. SALMON ST. * PORTLAND 14, OREGON 


had agreed to go along, but the’ agreed to go along with the plan, | 


remainder hadn’t answered. When 


retailers plan to decide whether 
it is feasible to carry on the pro- 
motion beyond its original closing 
date of May 2. 


Business Booms 


_ Whatever the outcome, New- 
buryport merchants are convinced 
they got their money’s worth, in 
business and publicity. Not only 
has this city become the focal 
point in retail and consumer 
circles, with the ‘Newburyport 
plan” gaining national prominence 
and scores of converts among 
merchants’ groups in other areas, 
but business has been good—and 
will undoubtedly continue good 
if local prices continue to be lower 
than those of merchants in nearby 
areas. 

Norman J. Randall, executive 
sectetary of the Northeast Essex 
Development Council, spokesman 
for the local merchants, says that 
more than 40 manufacturers have 


‘and that 90% 
a few more returns come in, the! 


wholesalers have indicated a will- 
ingness to cooperate. 

Sales figures during the ex- 
periment make a pretty picture: 
Department store sales up 45% to 
60%; men’s and women’s clothing 
store sales up about 50%; filling 
stations, which rebate 10% on ac- 
cessories and a penny a gallon 
on gas, also up about 50%. 

Edward Bloom, Public Market 
proprietor, not only slashed prices 
10% but rebated 10% on old bills, 
and said he was “swamped” with 
business—close to 80% above 
“normal.” 


Chain Reverses Trend 


Lincoln Stores, Inc., a chain of 
15 specialty and department 
stores, including one in Newbury- 
port, extended the price cut to 
its entire group and reported a 
57% increase in sales a week ago 
Saturday, resulting in a 32% gain 
over the same week a year ago, 
in contrast to previous losses. 


In Philadelphia—nearly everybody reads The Bulletin 


The Sunday Bulletin—first issue published February 9, 1947 


of 300 Boston | 


| 


MANCHESTER 


NEW HAMPSHIRE 


WORCESTER 


The Boston Better Business Bu- 
reau, however, threw a wet sponge 
at the whole affair. While it 
praised the sincerity of the New- 
buryport merchants, it criticized 
the publicity as “misleading and 
unfair,” pointing out that some 
stores are not participating, that 
not “all or most” prices have 
been cut, and that fair trade laws 
prevent reductions on thousands 
of items. 

Jack I. Strauss, head of Macy’s, 
noted for its price-cutting, also 
expressed something less than 
sparkling enthusiasm for the plan. 
In answer to a letter from Thomas 
E. Littlefield, president of the 
Newburyport merchants’ group, 
Mr. Strauss called the plan help- 
ful in focusing attention on the 
price problem, but doubted that 
it. contains “the element of a 
cure.” He said that a flat 10% 
reduction is unrealistic; that some 
prices should go down more than 
10%, others less or not at all. 


Auto at 10% Off! 


The merchants of Newburyport 
were anxious to clear up one 
misconception. The plan is not a 
markdown sale. Prices haven’t 
been changed. Instead, customers 
get a 10% refund on their pur- 
chases. In one local drug stare, 
this works out with a big bowl 
of pennies on the counter, ac- 
companied by a sign: “Help your- 
self to the 10% refund.” 

The only Newburyport story of 
the week that seems completely 
incredible deals with an automo- 
bile dealer with only one new 
car on his floor, who nevertheless 
reported he was ready to sell it 
at 10% off list price! 


COMPULSORY FAIR TRADE 
CALLED INFLATION BAR 
Gary, Inp.—Far from being em- 
barrassed by price cuts which 
give undue and generally un- 
favorable prominence to  price- 


Advertising Age, May 5, 1947 


fixed merchandise, the American 
Fair Trade Council last week ad- 
vanced its own panacea for in- 
flation: 

Compulsory, rather than vol- 
untary, price fixing at wholesale 
and retail levels by “all manu- 
facturers of qualified trademarked 
consumer products.” 

The idea was offered as a “sub- 
stitute for the Newburyport and 
other experiments for stopping 
inflation” by John W. Anderson, 
president of the council, an or- 
ganization of manufacturers of 
branded consumer products, who 
said: 

“Manufacturers have most to 
lose by exorbitant pricing of their 
products. Exorbitant pricing de- 
stroys sales. The 45 states 
having fair trade laws therefore 
wisely have relied upon the manu- 
facturer of branded products to 
protect the consumer from un- 
fair prices.” 


Protection Against Gouging 


“Manufacturers who have 
chosen to sell their branded prod- 
ucts under fair trade contracts 
requiring the maintenance of 
specified retail prices are the only 
manufacturers who have _ been 
able to protect the public against 
gouge,” he asserted. 

In a _ buyers’ market, “retail 
monopolists” use popular trade- 
marked products as consumer bait, 
which destroys the interest ot! 
small retailers in those products, 
thus ultimately forcing the manu- 
facturer to reduce costs by cut- 
ting quality. Contrarily, in an 
inflationary sellers’ market, ac- 
cording to Mr. Anderson, fair 
trade again protects the customer 
against extortion and protects the 
manufacturer against being high- 
priced out of business. 

“On products not fair traded,” 
he said, “the consumer’s only hope 
for better values lies in the ability 
of production to overreach de- 
mand. That forces wholesalers 
and retailers to adhere to norma! 
profit margins to prevent throwing 
their business away to competi- 
tors. Therefore, to protect the 
consumer in a_ sellers’ market, 
each qualified branded product 
should be sold under fair trade 
laws.” 


Adds Saul Carson 


Saul Carson, formerly with 
Variety’s radio staff, has been 
named radio editor of The New 


Republic, New York. 


eae 


More People 
Read 


NEWS- SENTINEL 


In Fort Wayne and throughout the Fort Wayne 
area more people read The News-Sentinel than read 
all other newspapers combined. 


The News-Sentinel is delivered by carrier to 97.87% 
of all homes in Fort Wayne six days a week. 


~The News-Sentinel 


Wayne's “Goad Evening” Newspaper ve 
FORT WAYNE, INDIANA 


REPRESENTATIVES: ALLEN-KLAPP CO. 


* NEW YORK—CHICAGO—DETROIT 
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Mk. FEATHERSTONEHAUGH* 
(hereinafter referred to as Mr. F.) is the 
President of the ‘‘X’’ Company. The 
other day he had a tough session with 
his Directors. (Sales higher, profits lower 
HE WASN'T EARLY _ —‘how come?’’.) The old “give-and- 
take”’ finally got around tosome questions 
about the company’s radio program. 


‘‘How much is it costing us?”’ ‘‘$12,400 per broadcast,”’ 
reported Mr. F. And then came the questions that had 
kept Mr. F. awake nights, worrying—‘‘How do we know 
it’s good? How do we know it’s worth $12,400? How many 


homes are we really reaching with selling messages?”’ 


Too bad, Mr. F. had only one clue to the “‘value received”’ for 
his company’s $12,400—a “‘Coincidental phone rating”’ of 14.0%. 


VA} 
\ a enough real business. LET’S FIND 
Pr ow me | OUT THE FACTS.” 


Mr. F. had heard of NRI. Now he acted. And in our first 


“Only a measurement of program pop- 
ularity,’”’ he had to confess, ‘‘in only 
33 selected cities — telephone homes 
only.”” To his Directors this wasn’t 
enough—‘“*Too much Broadway; not 


“CANGEL--YES?” or 


*CANCEL--NO!!” 


meeting we were able to give Mr. F., his advertising 
director, and his agency some vitally needed facts. For 
example, we gave them for the first time an accurate and 


clear-cut measurement of the number of homes reached— 


with commercial messages—per dollar of cost. (See Chart.) 


At the top of the chart is the sum total of a// Mr. F. once knew 
about his program. Below are just a few of the dependable NRI 
facts Mr. F. gave his Directors at their meeting. Note the ‘““NRI 
Cumulative-Commercial Audience’”’ of their program, measured 
over a four-week period, represented a market coverage of 40.2%. 
(That’s a businessman’s and an adver- 
tiser’s measurement of Radio.) This fig- 
ured out to the surprisingly low cost of 
$1.05 for each thousand commercial mes- 
sages delivered. There was no more talk 
about canceling that good program. There 


was talk about increasing the ‘‘X’’ Com- 


pany’s investment in a medium that had proved so effective at 
so low a cost. | 


Advertiser, agency, and network have a vital stake in the 
true efficiency of radio thus revealed by NIELSEN RADIO 
INDEX service—and available from no other source. Why 
not let us start giving you some of the answers you so 


much need in making sound radio decisions? 


3 a 
ALL MR. F. KNEW “Xx”? Company’s Program Cost (per Bdest.) . . . $12,400 
AT A MEETING OF Geena NIELSEN RADIO INDEX 
- HIS DIRECTORS — " 14.0% 
es i : mis abe 4 A Complete Research Service 
Seager : (based on accurate electronic 
a ii NRI Total Audi- a 
JUST A FEW FACTS fa a 7% recorders) which provides, on a 
MR. F. RECEIVED continuous basis, the vital facts 
2 7 NRI Commercial 20.3% 
ini Mt) ae Audience (per Bdcst.) ial needed in solving the problems 
-NRI MEETING — sites ; 
ee nt Comal ative “— nd] Sra] 478] 40.20, and capitalizing the opportun 
ie sas : Wk. See Le ities of programming, time buy- 
Homes Reached (with commercial messages) ing and time selling of Radio. 
Per Dollar, per Bdest. ... 596 
Cost per 1,000 Commercials Delivered . . . $1.05 a 


*Obviously not his real name. 


A. Cc. NIELSEN COMPANY | 


ORLD'S LARGEST MARKETING RESEARCH ORGANIZATIO! 


00 FIFTH AVENUE 
NEW YOR 
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. ganizations, including wartime 
Gallup Quits Y&R; | tres chief of the statistical 


section of the Army _ Service 
LanghoffPromoted Forces. 
| Dr. Gallup is attending a re- 
search conference in England, 
where he also will confer with 


New Yorx—George Gallup, for 
the past 15 years vice-president | 
. — o = d ot ye | British motion picture leaders on 

oe Sane “ |plans for a British audience re- 


eowagg BB srg aes = /search service similar to ARI. 
vote full time to his other com-|, ee 
panies, Audience Research, Inc., | Screenland Too High 
and the American Institute of | _Figures published in the maga- 
Public Opinion (the Gallup poll). | 2ine linage tabulation in AA April 
He will be succeeded at Y&R | 21 credited total linage of Screen- 


= |land and Silver Screen to the 
by Peter Langhoff, who joined) c.rceniand Unit, instead of an 


the agency in January after serv-| average of the two publications. 
ice with various government or- | The correct figure for the unit 

| for April is 12,176 lines or 28.4 
| pages. Screenland carried 12,140 
ilines of advertising during the 
|month and Silver Screen carried 
| 12,212. 


‘Opens Coast Office 
Robert W. Orr & Associates, 


KNIT GooDs WEEKLY? | New York, has opened a Cali- 


fornia office at 8611 Sunset Blvd., 
ONE MADISON AVE. * NEW YORK 10, N.Y. | Beverly Hills. 


The HOSIERY industry 


REFAILERS * JOBBERS * MANUFACTURERS 


There is only one publication 


covering this industry. exclusively 


KG 


AFL Picks Agency 
for Newspapers; 
Plans Radio Drive 


New YorK — The American 
Federation of Labor, Washing- 
ton, has chosen the largest “fi- 
nancial” advertising agency, Al- 
bert Frank-Guenther Law, New 
York, for the newspaper part of 
its intensive campaign (AA, April 
28) against enactment of “re- 
pressive and _ restrictive union 
bills” now before Congress. 

Emmett Corrigan, chairman of 
the agency board, told AA that 
the newspaper series will consist 
of eight insertions in one month. 
The first and eighth are full pages 
and the others five full columns. 
They are running in 110 newspa- 
pers in 85 cities from coast to 
coast. The newspaper part of the 
$1,500,000 program will cost be- 
tween $500,000 and $600,000. 

Meanwhile, the AFL is in the 
process of selecting an agency to 


= 


handle a network and spot radio 
campaign, which probably will 
start in the next few days. Phil 
Pearl, AFL publicity director, is 
working with the five-man com- 
mittee headed by William Green, 
president of the AFL, which is 
supervising the program. 


Heublein Names Jones 


G. F. Heublein & Bro., Hart- 
ford, Conn., has appointed Duane 
Jones Company, New York, to 
handle food products advertising, 
effective July 1. Liquor product 
advertising will continue to be 
handled by Lawrence C. Gum- 
binner Advertising Agency, New 
York. The Hartford company re- 
cently formed separate marketing 
divisions for its liquor and food 
products. 


Shultz Appointed 


The Philadelphia Forum has 
appointed Leonard Shultz, New 
York publishers’ representative, as 
its New York advertising repre- 
| sentative. 


Pankkivirkailijanne seuraa Teita kautta maailman 


(Your bank teller follows you around the world) 


The world’s most widely 
known products — 

are advertised in 

the world’s most widely 
read magazine s 


| “K / PB 
The National City Bank of New York ~- } 


advertisement prepared by 


——— 


Batten, Barton, Durstine & Osborn, Inc. 
| for The Reader’s Digest in Finnish = 


Essie 


yi® National City Bank of New York, The J. B. 
Williams Co., The Studebaker Export Corp., Cham- 
pion Spark Plug Co.—these names you know well 
are rapidly becoming well-known in other countries, 
too... through their advertising in one or more of the 
11 International Editions of The Reader’s Digest. 


These advertisers use The Reader’s Digest because 
they know that its International Editions: 


e Reach more than 2\5 million people in 42 countries 
e Influence the leaders in every country 


e Speak in the language of each country—a cardinal 
principle of export 

An ever-growing magazine in a growing world mar- 

ket, The Reader’s Digest offers American exporters 

a strong voice overseas. 


International Editions of 


The READER’S DIGEST 


THE WORLD’S MOST WIDELY READ MAGAZINE 


Jothe Metiona! City Bank of New York tshen, 
iB N.CBe mothesbent (Trevelers Checks) tunnenman jo allt 
eveteen vesteen KAIKKIALL A 
NC Re metRecben® ovei yiemest! tun wailisin LAytinnsilinte ys tommedeltinin 

matharabajen sAilytyviape 


es 
os! City Bank of New York maksesvlipy gy 100 Gollerin martin Wikesd ovat 
ebtwetl cee 


THE NATIONAL CITY BANK OF NEW YORK 
Paabonttert 


) Wel Serent, New Vor. BY 


The Reader’s Digest in Finnish... 


Net paid circulation 120,820... 


most widely read 


magazine in Finnish, reaching able-to-buy families 
in Finland at rates as low as $3.25 per thousand. 

Published also in British, Australian, Spanish, 
Portuguese, French, French-Canadian, Danish, 
Swedish, Norwegian, Arabic and Japanese editions. 


For rates, list of advertisers and other information, ad- 
dress: The Reader's Digest International Editions, Inc., 
500 Fifth Ave., New York 18, N. Y., Lackawanna 4-0900, 


or 333 N. Michigan Ave., Chicago 1, 


Part of Every Dollar 


Ill., Dearborn 8331. 


you Get Comes from World Trade 


Advertising Age, May 5, 1947 


Hotpoint Plans 
$2,500,000 Drive; 
to Triple Output 


Cuicaco—Hotpoint, Inc., intends 
to spend $2,500,000 during the last 
half of 1947 advertising and mer- 
chandising its line of electric ap- 
pliances, it was disclosed last 
week by Edward R. Taylor, newly 
appointed merchandise manager. 

Of that amount, he estimated, 
more than $1,000,000 will go into 
national media. Starting in June, 
Hotpoint « will 
employ full-color 
Spreads and 
pages in a score 
of national 
magazines and 
farm publica- 
tions. The mer- 
chandising story 
will be told to 
dealers via simi- 
lar space in half 
a dozen business 
papers. No radio 
is contemplated, but Hotpoint is 
building up a newspaper budget 
for use later. 

The Chicago manufacturer, said 
Mr. Taylor, expects to allocate its 
production through the remainder 
of 1947 and, with little dealer 
demand for it, cooperative ad- 
vertising is still on the shelf. 
This postwar program will be 
initiated later on. 


Ads Increased in 46 


Hotpoint, which campaigned 
heavily during the war on the 
theme that it was a patriotic and 
sensible idea to buy war bonds 
for use in purchasing a postwar 
electric kitchen, last year stepped 
up its national advertising and 
sent out 3,000,000 kitchen plan 
guides. 

Its opening copy in June issues 
of magazines will stress that Hot- 
point “sets the pace’ for style, 
dependability and value, with 43 
years of exclusive appliance man- 
ufacturing experience. Major 
space in the opening spread _ is 
devoted to the electric refriger- 
ator with a frozen food compart- 
ment, but the Hotpoint electric 
range, water heater, wringer- 
type washer, electric sink with 
Disposall, food freezer and ironer 
also are illustrated. 

Trade publication space will 
promise dealers tripled production 
in 1948. Hotpoint recently re- 
vealed an extensive expansion 
program. 
| Mr. Taylor, formerly with 
| Zenith Radio Corporation, in his 
| newly-created position will di- 
frect all of the company’s adver- 
tising, sales promotion, sales plan- 
|ning, sales training and kitchen 
| planning activities. Before join- 
ing Zenith he engaged in auto- 
| motive advertising and merchan- 
_dising work with General Motor 
| Corporation. 

Maxon, Inc., handles the Hot- 
| point account. 


| 


Edward R. Taylor 


Heads Macy's Copy 


Elizabeth Flannery, until re- 
| cently head of her own Retail Ad 
| Mat Service, New York, has joined 

R. H. Macy & Co., New York, as 
a senior executive on the staff oc! 
the sales promotion division. Her 
duties will be those of copy chie' 
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What FELT & TARRANT think 


a of THE UNITED STATES NEWS 


r, newly 
inager. 
timated, 
go into 
in June, 
will 
ill-color 
S and 
a score 
ional 
s and 
yublica- 
1e mer- 
g story 
told to 
ia simi- 
“in half FELT & TARRANT MFG.CO. 
cage 1735 NORTH PAULINA STREET 
Reba * CHICAGO 22, ILLINOIS 
- budget (ompiometer’ 
rer, said March 24, 1947 
ocate its 
mainder 
» dealer 
ive ad- 
. Shelf. Mr. Norman Mick 
will be THE UNITED STATES NEWS 
180 North Michigan Avenue 
iG Chicago, Illinois 
ipaigned Dear Mr. Mick: 
on the 
se Readers of THE UNITED STATES NEWS are important to us. 
r bonds 
postwar They represent a highly influential segment of operating 
Stepped and management men who must be kept accurately informed as 
ing and to the latest interpretation and analyses of important 
en plan national events, many of which have a direct bearing in 
: respect to their business and industrial responsibilities. 
1e issues 
hat Hot- THE UNITED STATES NEWS provides the8e busy individuals with 
or style, timely, accurate information stripped of all unnecessary 
with 43 verbiage so that it can be read quickly and easily. 
ce man- 
Major These top men are extremely influential in the purchase of 
oread 8 Comptometers. Often they are not accessible to Comptometer 
refriger- salesmen, but they are accessible through the advertising 
ompart- pages of their favorite publications. 
electric 
——— Briefly, that's why we use THE UNITED STATES NEWS, 
nk with 
d ironer 
ice. will 
oduction 
ey ~~ Sincerely yours, 
xpansion FELT & TARRANT MFG. CO. 
y with 
1, in his 
will di- / ; 
s adver- 
les plan- Advertising Manager 
kitchen 
re join- RFDrake : bm 
in auto- 
nerchan- 
1 Motor 
the Hot- The “influential group” referred to is substantially the 275,000 
operating and management executives who depend on The 
y 
intil_re- United States News for reliable information on important trends. 
tetail Ad 
as joined 
York, as ’ P ° 
2 staff o! They are a concentrated bull’s eye—easy and economical to hit 
ion. Her 
py chiet M35 36 7 889 4a? aS —in their favorite magazine. LABon LAW CHANGES? 
BUYING TRENDS IN U. $ 
ote NER a 


a THE UNITED STATES NEWS 


THE ONLY MAGAZINE DEVOTED ENTIRELY TO REPORTING, SPOT ANALYZING 


ION | AND FORECASTING EACH WEEK THE NEWS OF 


NEW SPURT IN GOODS 


NATIONAL AFFAIRS 


IP | TAROLD L. BEHLKE, ADVERTISING DIRECTOR, 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 
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10 
Murray Joins Bayard Hooper's Report 


Charles Murray has joined Jere} 


Bayard & Associates, Los Angeles, | Based on Dials, 
as an account executive. P . , 
but ‘Reliable 


New YorK—C. E. Hooper, Inc., 
released program ratings April 30 
for the April 15-21 period, and 
insisted that the findings are valid 
despite the telephone tie-up. 

“Though based on coincidental 
telephone calls made during the 


ST.<«8' GS EF 


WISSOORIS EE MARKET 
nd 


ST. JOSEPH NEWS-PRESS 
St. Joseph Ouzette 


telephone workers’ strike,” the 


report said, the ratings “may be}; Hooper contends that confining its 
accepted as comparable not only | calls to dial systems altogether 
with each other but with previous| did not change the character of 
Hooperatings.” | the report. 

The company explained that| 


75% of the calls made in the 33 
cities covered by a normal Hooper Frostmaster Bows 
The Crosley division of Avco 


report are made on dial systems. ‘ 510n : 
The manual exchanges affected Mfg. Corporation, Cincinnati, has 
“are distributed throughout the age ee ee — 
cities in a random manner,” the |;nown as the Crosley Frostmas- 
report said. re ter, is a standard-base cabinet 

Thus a normal report is “con-| unit with a food capacity of 100 
trolled” by the dial systems, and} pounds. 


FLUORESCENT 
Electric SPL 
gts BRILLIANT 


96 EFFECTIVE 
9t4 ECONOMICAL 


Selling the products and services of 
leading national advertisers has given 
the Streamliner nationwide fame. Let 
us show you what the Streamliner can 
do for your product, your service. Write 
for full particulars . . . no obligation. 


OHIO 


ADVERTISING DISPLAY CO. 


1216 Jackson St. Cincinnati 10, Ohio 


10 FACTS 
You Should Know 


The Streamliner— 
is more brilliant than neon. 


The Streamliner— 
is more compact than neon. 


w 


The Streamliner— 
costs a fraction of neon. 


4 The Streamliner— 
reproduces brand names, trademarks 
and color schemes superior to neon. 


5 The Streamliner— 
is easier to read from any angle than 
neon. 

6 The Streamliner— 


allows for pictorial and more legible 
lettering than neon. 


7 The Streamliner— 
has no expensive installation charges 
like neon. 


8 The Streamliner— 
has no expensive repair and mainte- 
nance charges like neon. 


9 The Streamliner— 
consumes only 20 watts of current. 


The Streamliner— 
is shipped promptly. 


Advertising Age, May 5, 194 


Bendix Promises 
to Hold Prices 
Despite Cut Plea 


BALTIMORE—Despite the presi- 
dential appeal for price cuts an} 
a recently announced price cut b. 
one radio manufacturer (Emefso 
Radio & Phonograph Corporation) , 
Bendix Radio division of Bendix 
Aviation Corporation last wee 
guaranteed to its national dis- 
tributor organization that it would 
maintain existing prices on its 
entire line of receivers. 

J. T. Dalton, general sales man- 
ager, said that the understanding 
holds for the remainder of 1947. 

W. P. Hilliard, general man- 
ager, said that although the com- 
pany has sought to reduce prices 
through the period of postwar 
construction, its efforts have suc- 
ceeded only in keeping prices 
from making untoward increases. 
He said the company can not see 
the possibility of reducing prices 
when notices of increased cost of 
most components and other ma- 
terials are reaching the company 
“every several days.” 

“Most of these are apparently 
due to readjustments with labor,” 
Mr. Hilliard declared. 

The announcement was made, 
he pointed out, to “take some of 
the guesswork from the distribu- 
tor and the retailer, and enable 
them to face the realities with 
ease of mind.” The news of the 
price guarantee came at a meet- 
ing of district managers for Ben- 
dix Radio. Bendix Radio sales 
will be bolstered by new promo- 
tions which the district managers 
are taking with them to their ter- 
ritories. 


Opens Columbia Branch 


Kilroy, Hague & Atkins, Char- 
lotte, N. C., agency, has opened 
a branch office in the Wingfield 
building, Columbia, S. C. Ouida 
Canaday, formerly in the Char- 
lotte office, has been named ex- 
ecutive in charge. 


Char-Lynn to Foulke 


Foulke Agency, Minneapolis, 
has been appointed to handle the 
advertising of Char-Lynn Com- 
pany, Minneapolis, maker of hy- 
draulic pumps and air powered 
tire spreaders. 


Is Summer Replacement 


“The Jack Paar Show” will 
have its premiere June 1, 3 p.m., 
PST, in Jack Benny’s summer- 
time spot on NBC. The program 
is sponsored by American Tobacc« 
Company through Foote, Cone & 
Belding. 


Gets Sportswear Account 
Walsh Advertising, Inc., Mon- 
treal, has been appointed to 
handle the advertising and sales 
promotion of Shamrock Brand 
Sportswear, Montreal. 


LD 
FROM THE OUTSIDE 


92% Home-carrier-delivery 
Bayonne family subscri; 
13% tion 


66% More circulation amon 
Bayonne families than a) 
New York and Hudso 
County evening newspaper 
combined 


THE BAYONNE TIMES 


NEW JERSEY 


BOGNER & MARTIN 
National Representative 


NEW YORK CHICAG( 
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THE BEST ADVERTISING in the world is word-of- 


= mouth advertising—a wholehearted recommenda- 
SOLD tion, given personally, by a satisfied user. 
ITSIDE ; 
Only your product can give you that. 
ry ‘ ; . or 
But Young & Rubicam aims to give each of its 
subscriy . , ae 
clients the world’s next-best advertising. 
cage And in the opinion of a large number of America’s 
) ° ° . 
ae most successful advertisers, succeeds in doing so. 
iudso 
wspaper 
YOUNG & RUBICAM, INC. 
MES ADVERTISING + New York Chicago Detroit 
San Francisco Hollywood Montreal Toronto Mexico City London 
sentative 
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A Challenge to Fair Traders 


Some months ago we pointed 
out in these columns that some 
consumer groups are putting fair 
trade on the spot with regard to 
the price situation. We urged at 
that time that manufacturers of 
price-fixed merchandise make it 
clear to the public, as well as they 
are able, that fair trade was 
largely forced upon manufactur- 
ers by small retailers. 

Now, in the current move to 
bring down prices, many of the 
retailers who vociferously 
demanded fair trade are enthusi- 
astically making fair trade look 
vicious, with price reduction ad- 
vertising that carefully points out 
that the price reductions do not 
apply on price-fixed merchandise. 

What effect this type of activity 
could have upon fair-traded mer- 
chandise is already becoming ap- 
parent from scattered 
editorials, and from comments 
such those of Lowell Mason, 
FTC commissioner, before the re- 
cent meeting the National 
Wholesale Druggists’ Association. 

At this gathering, Mr. Mason 
identified himself a long-time 
believer in the Miller - Tydings 
Act and fair trading, but read an 
ad for a Washington store which 
announced store-wide price re- 
ductions “with the exception of a 
few items that are price-fixe1 by 


same 


newspaper 


as 


of 


as 


|the manufacturers.” He added 
| that his faith in the wisdom of 
| fair trade was shaken for the first 
| time, and expressed the hope that 
fair trade prices ‘“‘will be as liquid 
and as responsive to the public 
demand as are the prices of the 
local producer and the national 
manufacturer who does not set his 
retail prices under the Miller- 
Tydings Act.” 


And the Chicago Daily News| 


asserted editorially last week: 
“However defensible fair trade 
measures may be as a bulwark to 
small business, we have never 
been able to follow the contention 


that they have saved money for 
consumers. The fact that such 
articles are exceptions in the 


‘anti-inflation sales’ adds no force 
to that contention. 

“Tnere is nothing, of course, to 
prevent a manufacturer from re- 
ducing contract prices. Presum- 
ably competition will force him 
to do so, sooner or later. But any 
protracted gap general 
price trends and prices so fixed 
will put the proponents of fair 
trade laws the defensive in 
legislative halls everywnere.” 

The situation can easily become 
extremely serious. Those who 
sincerely and honestly believe in 
the values of fair trading had bet- 
ter sharpen their public relations 
and promotional wits, and quickly. 


between 


on 


Assurance on Travel Safety Needed 


One adman we know assured 
his wife, before leaving on a busi- 
ness trip, that he 
plane. “I’m afraid 
train,” he told her. 


He wasn’t completely serious, of 


was 
to 


taking 
take 


a 
the 


course, but the recent and con- 
tinuing series of transportation 
accidents, notably, but by no 


means exclusively involving rail- 
roads, calls for some positive as- 
surance to the public that travel- 


ing has not suddenly become more 


hazardous than putting a lighted 
match into a gasoline tank. 

Our friends on the editorial side 
of newspapers tell us that rail- 


lir 
LT1@s, 


bus companies and 


arriers have done 


organizing their 
when accidents 
cooperative and 
‘curale, con 


plete 


available quickly 


relations. By cooperating fully 
and freely with the press, the car- 
rier gets no worse a story than is 
justified by the facts. 
scarcely a day 
the news of a 


But when 

goes by without 
fresh disaster, this 
type of negative public relations 
no longer suffices. 

In the present situation, rail- 
roads in particular need positive 
public relations. They’ve got to 
talk turkey to a public which is 
beginning to suspect that all rail- 
are held together, tempcr- 
arily, with baling wire and safety 
pins. 


roads 


They’ve got to present the 


facts as they are, explain the 


situation, what they 
to 


public 


report are 
take 


completely 


avoid 
fully 


doing 
the 
into 

It’ one which 
requires very careful thinking and 
extremely intelligent 


recurrences, 

and 
their confidence 
s a tough job, and 
execution, 
ust be done if the public 
is not to develop a permanent lack 
of faith 1n, 


oO! 


actual fear of pub- 


transportation 


—KMBC Heartbeats 


“He's across the blue iine—He shoots—There goes the puck—" 
(as announced by Sam Molen) 


Inn-ovation 


Not long ago, a friend of ours 
took a night plane, came to his 
destination about 7 a.m., made 
straight for a hotel where he was 
alleged to have a reservation, be- 
ginning at 8:30. As happens too 
often, no room was available, de- 
spite his reservation, and he had 
nowhere to take a shower, shave 
and put on fresh linen —not, at 
least, until about 3 p.m., the 
check-out time at the hotel. 

This sorry situation makes no 
sense at all to our friend, who 
thinks hotels might correct it 
simply and with facilities already 
available. Few party or ballroom 
facilities are in use early in the 
morning, he points out, and won- 
ders why hotels don’t make them 
available for the stranded traveler 
waiting for someone to check out. 
Ideally, he thinks, this would 
mean that he could have shaved 
and put on a clean shirt, and left 
his bags to be placed in his room. 


Nutshell 


A Dallas high school student, 
competing in an essay contest on 
“What Advertising Means to 
America,” had this to say, in part: 

“Advertising is very affective 
but in some ways it can be very 
bad, because the women listen to 


the soap box operas and hear 
about some woman leaving her 
husband and this gives them 


ideas.” 
Someone else won the contest. 


Sound Your A 

Every so often we are bludg- 
eoned into a bit of news about the 
SPEBSQSA, or the Society for 
the Preservation and Encourage- 
ment of Barber Shop Quartet 
Singing in America, as it is some- 
times called for clarity. The need 
for preserving four-part harmony 
in a world where any harmony is 
a rarity may have escaped you, 
but are assured that SPEB, 
300 chapters and 1,100 


we 
etc. has 
quartets. 

This group, or cult, 
verge on Milwaukee 
for its annual 


will 
June 


con- 
13-14 
convention. Pre- 
liminaries will be held in eight 
geographical areas, and only 30 
quartets will get into the Meister- 
singers hall. 

We don't 


remember the barber 


~ 


AEC 


| shop when it had a series of mugs, 


each neatly embossed with the 
customer’s name, when one corner 
was sacred to music, and before 
the beauty shop was installed on 
the mezzanine. 

We do know, though, that a 
barber who was cutting our hair 
the other day was much engrossed 
in a political discussion in the 
next chair, which broke up about 
the time the barber was shaving 
our neck. Waving a scornful razor 
at the departing customer, our 
barber said “Yah! Dere goes a 
guy gets all his dope from Walter 
Lippmann.” 


ABC Applause 

One of the things we've always 
admired about our business is the 
Audit Bureau of Circulations, a 
unique organization supported by 
the sellers for the information of 
the buyers. 

The Denver Post, in a series of 
advertisements prepared by 
Arthur G. Rippey & Co., Denver, 
has been telling about the opera- 
tion of the ABC in a series of ads 
in this and other business papers. 
This series tells pretty clearly 
what ABC does, and what buyers 
get from it, and also implicitly 
why newspapers and other media 
find it worth while to belong. The 
Post was a charter member of 
ABC—and it’s proud, with reason. 

Self - regulation is often advo- 
cated, but probably nowhere else 
in business has a comparable, co- 
operative organization been estab- 
lished. 


Jottings 

MacLaren Advertising Com- 
pany, Toronto, sends us a copy of 
the annual report of National 
Breweries Ltd., which has _ us 
somewhat puzzled. It’s a beauti- 
ful report, replete with handsome 
four-color art work and all the 
vital statistics, including earnings 
and dividends, balance sheet, sta- 
tistics on taxes paid, wages paid, 
etc., etc. But nowhere in it can 
we find any mention of the com- 
pany’s sales volume for the year 
reported on, beyond the somewhat 
unsatisfactory comment that “our 
sales volume was slightly in ex- 
cess of that for 1945.” Perhaps 
Canadian stockholders don’t care 
about sales volume, as long 
net earnings are revealed... 


as 


_corder shows how 
_circulation and renewal percent- 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or throug} 
ADVERTISING AGE, by any nationg 
advertiser or advertising agenc 
executive writing on his busines 
letterhead. Address ADVERTISIN, 
AcE, 100 E. Ohio St., Chicago 1) 
Ill. 


No. 2789. The Most for Your $ 
In this folder Boot & Shoe Re. 
it stands ony 
ages, 1939-1947, analyzes its coy- 
erage of the shoe industry, its ad- 
vertisers in 1946, and rates. 


No. 2790. 1947 Listening Habit; 
of Greater Milwaukee. 

The Milwaukee Journal statio: 
WTMJ, has issued this report on 
a telephone survey based on 74.- 
414 completed calls.made to tele- 
phone numbers listed in Milwau- 
kee County. The report gives a 
complete listening breakdown by 
quarter hours and by days of the 
week. 


No. 2791. Hardware Jobbers List 

Names and addresses of a! 
hardware jobbers, with the num- 
ber of salesmen employed by eac! 
firm, are listed in this 16-pag: 
booklet issued by Hardware Re- 
tailer. Jobbers are listed alpha- 
betically by states, and the book- 


let provides additional informa- 
tion on the jobber market. 
No. 2792. Circulation Data. 


The Minneapolis Star and Trib- 
une has issued this new stud) 
which shows the newspapers’ cov- 
erage (daily and Sunday) b 
counties, cities and towns for Min- 
nesota, North Dakota, 
kota and western Wisconsi! 
Circulation areas are _ illustrate 
by colored maps, and the five- 
year circulation increase and basi 
market data are included. 


No. 2793. Jewelry Trade Tabula- 


tion. 
NJ (National Jeweler) has is- 
sued this folder, which reprints 


from its March issue, a compila- 
tion by the Jewelers’ Board o! 
Trade, Providence, of the jewelr 


trade, showing retailers, whole- 
salers and manufacturers, wit! 
NJ’s coverage indicated. Include 


is a reprint of material from the 
June, 1946, issue of the publica- 
tion showing federal excise taxes 
on jewelry by states, 1942-1945 


No. 2772. Syndicated Sunday 
Magazines—An Appraisal. 
“The advertiser or advertising 
agency which refers to advertising 
in syndicated Sunday magazines 
as ‘advertising in Sunday news- 
papers,’ or as ‘advertising in news- 
paper supplements,’ when promot- 
ing this advertising to the sales 
force or trade, is throwing away 
valuable merchandising powe! 
which has been bought and paid 
for.” This is one of the poi 
made in an evaluation of syn- 
dicated Sunday magazines )) 


Lionel Moses, vice-president 
Parade Publication, Inc., whic! 
he illustrates with a case histor 


cited as a typical example. 


No. 2766. 1947 Buying Require: 
ments of Iowa Farm Famil es 
1947 Buying Requirements 
Wisconsin Farm Families. 

Wallaces’ Farmer, Iowa, 

Wisconsin Agriculturalist have 

sued these pamphlets, which g v! 

detailed percentage breakdowns 


intentions of farmers in these 
states to buy new materials 
equipment, or to make repa 


The items include buildings, gt 
eral automotive and field equ 
ment and home conveniences. 
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Hotel World-Review 


$4 per year; 10c per Copy 
$4.50 in Canada; $5 Elsewhere 


The Weekly Newspaper For Hotel, Restaurant & Club Executives 
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Brighton Hotel Is 
Leased to Stoneman, 
Graff and Sidney Banks 


ATLANTIC City—The Brighton hotel 
has been leased for a long term of 
years by a group of resort hotel own- 
ers in a deal involving more than 
$2,000,000, it was announced. 

The transfer came as culmination 
of negotiations between the new op- 
erators and Long Tsic~7 


Ltd., con; ttle of A H.A. 
Eisne 3 Committee 
who HN rets Results 

eraly @ 
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and red. # 


y upon receipt of this 
merican Hotel Associa- 
te association secretaries 


ming amendment to the 

Norm: :i# ms and advised them 

will be r iy ary forms will be avail- 

tensive }\ »nt directors’ offices on 

facilities } ndividual hotels must 
made. Tit 


' 
constructi} : 


‘trol on these forms. 
private ou t 


*hillip B. Fleming, 
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Capitol Launches 
Second Major 
Album Promotion 


HoL_LLywoop—Following its suc- 
cessful introduction of “The Tales ' 
of Uncle Remus” album (AA, Feb. 
17), Capitol Records, Ine., is 
launching the second of. its 
planned four major promotions 
annually with “Somebody Loves 
Me,” featuring love songs of the| 
past few decades recorded by nine | 
Capitol stars. 

Capitol is stressing to dealers 
the salability of the new album, 
with its colorful kodachrome 
cover, plus the fact that each star 
or group of stars used in the new 
album have strong individual fol- 
lowings which will boost sales. In 
mailing pieces being sent to deal- 
ers, Capitol diagrams specifically 
show how the new album can be 
used in window displays, along 
with supplementary displays of, 
other Capitol albums. 

In addition to national maga- | 


The Best Buy in 
\ Central lowa 


A BIGGER 
(Response-Rated) 


“TEA-TIME SERENADE” 


for your Sales Message 


Long a top afternoon program... 
Tea-Time Serenade” has been 
increased to an hour-and-a-quar- 
ter (4:15 to 5:30). A limited number 
of participating spots are avail- 
tble. Contact your nearest Head- 
ley-Reed Representative 


BILL BALDWIN, one of the biggest 
irawing cards in Iowa radio, is 
ed on “Tea-Time Serenade.’ 


|zine advertising which will ap- 


pear in Cosmopolitan, 
Life, Look, Modern 


Liberty, 
Screen, 


Movie Show, Movie Stars, Movie 
Story, The New Yorker, Photo- 
play, Redbook, Screenland, Seven- 
teen and Silver Screen, dealers 
are being furnished with mats of 
newspaper ads. They are also 
being offered contest suggestions 
for radio tie-ins with disc jockeys. 

Capitol says its plan to devote 
four major promotions annually 


Mo- | 
tion Picture, Movie Life, Movies, 


tg oe OOS 
a teat eae 


Advertising Age, May 5, 1947 


to its albums will not interfere|to direct the advertising of Pow-| visions (sportswear and knit di- 


tions. It also points out that the 
“Tales of Uncle Remus” promo- 
tion resulted in the sale of more 
than 100,000 albums during the 
first 60 days. 


Dunn-Fenwick & Co., Los An-| | | 
| cisco, has established a dress di- 


geles, is the agency. 


Appoints Metcalf Agency 


! Providence, has been appointec 


son, Conn., curtain manufacturer. 
Noel Freeman has joined the art 
staff of the agency. 


Koret Adds Division 
Koret of California, San Fran- 
vision 


tion 
plete. 


which will begin opera- 
when the fall line is com- 
The company plans _ to 


; launch an advertising and promo- 
| George T. Metcalf Company, 


tion campaign, apart from the 
regular schedule of the other di- 


| graphic and Holiday. 


with usual routine record promo-|drell & Alexander, Inc., Daniel- visions), when distribution of the 


new line gets under way. 


Plugs Summer Season 
The city of Miami, throu; 
Graydon E. Bevis, Ine. his 
launched the biggest campaign 
its history to promote Miami's 
summer season. Ads are running 
every other week in 20 newspz- 
pers of 13 key states in the Ea: 
and Southeast, and in five maga- 
zines, including National Gev- 


GREATER POWER shrough 


GREATER SERVICE to the METALWORKING INDUSTRY 


Industrial publishing faces the challenge 


of a new era—a challenge The Iron Age 


is meeting with its ever expanding pro- 


gram of greater 


power through greater 


service. Readers and advertisers alike 


profit from this 


new leadership in six 


vital and co-ordinated publishing func- 


tions: 


scription. It was honored, 
out question. 


Reproduction of an actual ‘check for an Iron Age sub- 


cashed and cleared with- 


News Reporting 

Coverage of Technical Developments 
Reader Service 

Dynamic Paid Circulation 

Market Research 
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5, 1947 Advertising Age, May 5, 1947 
at. I sine. E. Jalass, general sales manager,|two months in 10 leading maga- 
me the Universal Range | Other publications include Bet-| said. The Chicago office of Bo-| zines. J. Walter Thompson Com- 


Gentleman, Good Housekeeping, | count. 


m4 2 uide Tr le ride ollan 5 | 
on First in Sb Feara | Cute for the Bride, Hotiands: os aules Watch Deive 


Uses Magazines; _ ter Homes & Gardens, Country | zell & Jacobs, Inc., is the agency. | P@any, Chicago, handles the ac- 


| CARE Appoints Greene 


hrous | Magazine, House Beautiful and 

be the Cuicaco — For the first time in| What’s New in Home Economics. Elgin National Watch Company, William J. Greene Jr., a mem- 

aign in 25 years, Cribben & Sexton Com-| In addition to the magazine cam- Elgin, Ill., has prepared a package} ber of the faculty at the Univer- 

Miami s pany will use national magazines | paign, dealers will be offered an/| of sales promotion aids for jewel-| sity of Pennsylvania, where he 

‘unnin eg promote features of its new| assortment of newspaper ad mats, | TS, Stressing Elgin watches as| lectures on publicity and promo-| It’s a little 

ewspi - Universal gas ranges. The cam-| window streamers, counter cards graduation gifts and promoting | tion at the Wharton School, has 

he East a hich ith in| nel alias Amukis Teles jits new DuraPower mainspring. | been appointed to direct the sales | embarrassing 

mag: - a, WHlen CPens Winl' copy m1) ane One Caw a | The promotional aids will be sup-| promotion division of Cooperative 

/ Gep. § tse May issue of McCall's, is| Copy for the promotion is aimed | ported by four-color, full-page|for American Remittances to blowing your 
heduled to appear in eight maga-|at a factual presentation, Harold|ads to appear within the next! Europe, Inc., New York. 

__ ‘ own horn, but... 


P.S. These ore the official 
ABC figures for the 20 
distributing units, 6 months 
ended September 30,1946, 


... and at the lowest 

cost per color page per 

thousand of any leading 
weekly magazine 


@ The American Weekly pro- 
vides effective coverage in 
more communities of every 
size than any other publica- 


a . . . , tion ever delivered into 
‘a we are after. Can you think of a better illustration for this ad? Here’s the copy. Sieataun tana. 


We are concerned about this character. We know he doesn’t represent the “wanted” 


We figure a magazine is a better magazine when it is desired or wanted by @ The American Weekly goes 
6 into 20% or more of the 


those who receive it. We have an idea each issue should get a welcome that homes in each of 4083 com- 


. si: . is iu. aus , 2 munities of 1000 population 
makes for diligent readership, consistent readership week in and week out. or more. These places include 7 
a “But,” you say, “how do you know when a publication is wanted?” the 760 key cities where 50% 
; of all retail business is done. 
We aren’t sure, but take The Iron Age for example. For years The Iron Age @ More than 16,400,000 fami- 
> ee : ~— + ait: ge 8's : . . lies live in these communi- 
: subscription price has been the highest of all industrial publications, and like ties—over 7,800,000 read 
no other paper The Iron Age subscriptions are on a one year basis. You see, The American Weekly. 
every 12 months each subscriber is automatically required to re-audit the @ In addition, over 1,000,000 


families in places under 1000 
population also read this 


_ . ‘ P reat national magazine. 
readers want The Iron Age enough, year after year, to ring up the highest 7 " 


worth to him of getting The Iron Age. Strict as this requirement is, the 


Soltis . ~ oo : @ This includes men and wom- 

subscription renewal rate of all papers in the field. “nein ae 

P eee P has : every income group, in every 

Oh yes, and here is another indication that The Iron Age is wanted—of the educational or social class. 
many reader surveys made by manufacturers, agencies and research organi- ; 

For years leading advertisers 

have called The American 


zations The Iron Age almost always wins as the preferred publication in the 


metalworking industry. Weekly the inost effective sin- 

gle medium for national ad- 
‘ 2 wi } oe } ising... for winnin ‘ 
4 We wish there were a picture to show ata glance how a magazine which 1s really vertising . and or winning 7 
} : the enthusiastic support of local 


wanted gives the advertisements therein a far better break. merchants. 


THE AMERICAN 
\\/EEKLY 
“The Nation’s tins Habit” 


A Hearst Publication 
63 Vesey Street, New York 7, N. Y 
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OF i ts hah 


we IN THE 1-3 POCKET Every Time! 
so AI / 


Over 37,000 circulation, in- 

cluding 25,000 league and 2515 

city association officials. The only 

ea magazine with 100% coverage of 

' . FX. 5336 certified Bowling establishments. 
ee Bowling market, wide open after 

four years, produces $291 ,000,- 

00 annually—three times as much 

as pro baseball. 


oe _ Write for our latest rate card today. 


Official Publication of 
AMERICAN BOWLING CONGRESS 
- 2200 NORTH THIRD STREET 


THE BOWLER’S MAGAZINE MILWAUKEE 12, WISCONSIN 


Appoints Kelly 

J. Frank Kelly, formerly a cap- 
tain in the Army, has joined the 
staff of Davis-Harrison-Simmonds, 
Los Angeles agency. He will open 
a Philadelphia office for the 
agency and will handle the east- 
ern operations. 


Toronto Admen Elect 


Fred Hatch, E. L. Ruddy Com- 
| pany, has been elected president 
|}of the Young Men’s Advertising 
|& Sales Club of Toronto. Other 
| officers elected are Dick Canney, 
Peirce ig Ralph Morley, sec- 
retary, and Frank Ross, treasurer. 


‘Moves Chicago Office 


| MacDonald-Cook Company, 
| South Bend and Chicago, has 
| moved its Chicago office to 360 N. 
Michigan Ave. 


Agency Switches 
from Bonuses fo 
Stock Ownership 


Higher Paid Workers 
Are Offered ‘Extras' 
Via Dividend Route 


By S. R. BERNSTEIN 


Cuicaco—At least one advertis- 


Advertising Age, May 5, 1947 


and is planning to distribute stock 
to employes, at book value, in lieu 
of bonuses. 

This agency, one of the larges! 
in the country, reports that it nov 
has a non-contributory pensio 
plan and group insurance, the 
larger portion of the premium o 
which is paid by the company, 
although in the higher brackets 
employes pay 50% of the pre- 
mium. The insurance is for the 
thousand dollars nearest the an- 
;nual salary, with a maximum oj 
$10,000. 


Larger Bonuses Eliminated 
The agency also has paid year- 


ing agency feels that “extra com-| end bonuses for many years, vary- 


pensation” plans _ for 


employes, 
such as those detailed in ApvER- 
TISING AGE April 28, are not satis- | 2% 


| ing with the prosperity of the 
business. These have run from 
to 5% for lower salaried 


factory under present conditions, | groups, and to larger amounts for 


means better export 


literature for you 


He is a member of a hand-picked group of Latin Americans ~ 


working in Chicago and New York publishing prosperous 
magazines in Spanish for such fields as pharmaceuticals, 
radio and electronics, machinery, beverages, groceries, packag- 
ing, and others. 

It has been the privilege of the John Maher Printing Co. 
to work closely with these men . . . to print and distribute 
their magazines. 

The outstanding success of these publications in Latin 
America springs from an intimate knowledge of Latin American 
markets . . . the needs of each country . . . the preferences of 
local buyers. To retain this first hand knowledge, each man 
on the staff has a forced vacation once a year. Under his 
contract he must return to his homeland, study its needs, 
gauge its reaction to U. S. goods and services. 

One finding commonly reported by these men on their 
return to the United States is the critical need for properly 
prepared catalogs, instruction sheets, advertising, sales pro- 
motion and other printed matter. Much of the export literature 
now being distributed south of the border is inadequate 
to say the least. ‘ 

To help remedy this unprofitable situation, the John Maher 
Printing Company offers American exporters the combined 
services of these Latin American publishers and the unique 
and complete Spanish language printing facilities of the 
John Maher Printing Company. 

Now, for the first time, you can obtain everything you need 
for the production of effective Latin American printed matter 

expert counsel, translation, re-writing. typesetting, proof- 
reading, printing and distribution . . . all in one package. 


wow 
pried MATTER 

S tor Latin America 
mn De a - 


John Maher ?i}ii Company 
Creators of fre domestic and cyjworl printing 


2001 SOUTH CALUMET AVENUE, CHICAGO 16, ILLINOIS © VICTORY 0300 


COUNSELING 


TRANSLATION TYPESETTING 


PROOFREADING PRINTING 


SEND TODAY 


for a copy of 
“Preparing effective 
printed matter for the 
Latin American 


market.” 


MAILING — SHIPPING 


_higher salaried groups, depending 
on managerial judgment. 

Now the agency has decided to 
change its policy, planning to 
|continue year-end payments to 
| those in the under-$10,000 class, 
but eliminating bonuses above 
that figure. 

‘‘All employes receiving salaries 
of $10,000 or more have been 
given the right to subscribe for 
our equity stock at its book 
value,” an official reports. “Pay- 
ment for this stock is made by 
modest payroll deductions and 
there is no interest charged on the 
unpaid balance, although the em- 
ploye who subscribes will benefit 
by any increased value of the 
stock and any cash dividends paid 
will be credited against the pur- 
chase price. It is our intention 
that this stock ownership should 
completely replace the payment 
of cash bonuses to those who re- 
ceive salaries of $10,000 or more. 


‘Extra Compensation Wrong’ 


“My own feeling is that these 
days, when salaries have gone up 
tremendously and agency profits 
have decreased almost to the van- 
ishing point, extra compensation 
is wrong. For people in modest 
salary brackets, who, over the 
years, have come to expect a gift 
at Christmas time, it is very dif- 
ficult to discontinue the practice. 
But we are hoping that our newly 
adopted policy based upon stock 
distribution, which is an honest- 
to- God profit-sharing arrange- 
ment, will satisfactorily replace 
the payment of larger year-end 
bonuses. 

“During the war years, when 
competent people were hard to 
get and hard to hold, our year- 
end bonus plan, as it existed, 
demonstrated, I felt, that the 
‘squeaky wheel gets the grease.’ 
It was manifestly unfair to the 
great majority of our staff.” 

Another agency, considerably 
smaller, reports an unusual sick 
leave policy which it has just in- 
augurated. Barring extraordinary 
this 


cases, agency permits em 
ployes five days’ sick leave pe 
year. If they do not miss an) 


time, they receive the five days 
pay in the form of a bonus at the 
end of the period; if they have 
missed one to four days, they are 
given a prorata bonus. 


Names Martin Associates 

Gray Research & Development 
Company, Elmsford, N. Y., has 
placed its advertising with George 
Homer Martin Associates, New- 
ark. Business papers and direct 
mail will be used. 


Readies Fall Campaign 
Munsingwear, Inc., Minneapoli;, 
will promote its new fall and 
winter lines in a campaign to be- 
gin in August, in Junior Bazaa 


Ladies’ Home Journal, Mad- 
moiselle, Seventeen, The Ne 
Yorker, The Saturday Evening) 


Post and Vogue. 


Nelson Joins Scott 

John A. Nelson, formerly wit 
Robert Walker in Los Angeles, hi: 
joined the Los Angeles office 
Duncan A. Scott & Co. 
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-*° 400 PACKAGES OF THESE 
PRODUCTS ARE SOLD 
ACROSS AMERICA’S COUNTERS! 


Durine the selling hours of the day, each 
tick of your watch means the ring of a hun- 
dred cash registers for our clients’ products. 


200 sales a second . . . or 400 sales 
each time you say “Dancer-Fitzgerald- 
Sample” is an outstanding American 
achievement in the mass production of 
SALES. Sales that are engineered to a 
low-cost high-volume basis that returns 
a profit to our clients. 


Our clients are champions in this business 
of producing sales in volume. Their reli- 
ance on us to do the advertising and pro- 
motion part of manufacturing customers 
for them on a mass production basis keeps 
us on our toes, spurs us to think ahead. 


These products advertised and promoted 
by Dancer-Fitzgerald-Sample stand in the 
top division of America’s advertising suc- 
cesses. They arechampionsin the most high- 
ly competitive big volume fields of selling. 


This organization has been serving these 
outstanding advertisers many years—an 
average of 15 years. During these years, 
we have been given more responsibility, 
new brands to help build, so that our posi- 
tion of responsibility with each client has 
grown and is growing. 


- 


DANCER-FITZGERALD-SAMPLE, INC. 
Adverlising 


CHICAGO + NEW YORK 
HOLLYWOOD ; 
TORONTO 
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WOMEN’S WEAR DAILY HAD 


oe 4p 


MORE PAID CIRCULATION 
MORE ADVERTISERS 
MORE ADVERTISEMENTS 
MORE ADVERTISING LINAGE 
MORE BUSINESS 
BOOKED AHEAD 


THAN IN THE FIRST QUARTER OF 1946 


..» Proof of the power of this unique daily service of News and Ideas 


in an era and an industry where SPEED is vitol. 


(9) WOMEN’S WEAR DAILY: 
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YOU GET MORE 


for your advertising dollar 
in Women’s Wear Daily 
today than in 1941 


: é Paid Gcularion (ABC) is now at an all-time high... 34% 


greater than it was in 1941. 


Salary expenditures for editorial service have risen 244% 
since 1941. This additional expense represents the cost of 


an increase in quantity and quality of editorial personnel. 


et 


; Yet advertising rates are only 19% higher today than 


they were in 194]. 


| ee" 4 = ee a sl - OS a Sr, a ie % — 
Y the Retailer’s Daily Newspaper 8 East 13th St,NLY.3 
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Appoints Misenhimer | 


J. B. Misenhimer, assistant in| 
the general sales department in| 
New York, has been appointed | 
manager of sales of the American | 
Can Company in Canada. He will | 
supervise all company sales ac- 
tivities in the Dominion from its 
Canadian division headquarters in 
Hamilton, Ont. 


Humphrey Joins Harshe 


William V. Humphrey, recently 
head of his own public relations 
firm, has joined William R. Harshe 
Associates, Chicago and New 
York public relations firm, as an 


account executive. 


Britain to Spend 
$600,000 Telling 
Economic Plight 


Lonpon—The British govern- 
ment, apprehensive over the ap- 
parent failure of the British popu- 
lace to understand the seriousness 
of the current economic situation, 
is planning a gigantic, nationwide 
advertising campaign, which will 
be handled through the govern- 
ment’s Central Office of Informa- 
tion. 

Urging employer and employe 


PLAN 


RAPID COPY 


123 N. Wacker Drive 


OGRAPH PRINTING 


Enjoy the economy of 
planograph printing the 
RCS way. Ideal for short 
runs in black and white. 
Expert Presswork. Fast 
Service. 


cooperation, the campaign will 
make extensive use of posters, 
despite the efforts of many in- 
fluential Britons to have outdoor 
advertising virtually eliminated. 
More than 100,000 factories will | 
display indoor posters, and about 
35 documentary films will be 
shown to an estimated 25,000,000 
movie-goers. 

As proposed, the campaign will 
cost an estimated $600,000 and is 
aimed at supplementing the re- 
cently published “White Paper,” 
through which the government 
attempted to explain England’s 
economic plight. 


Form Buffalo Agency 


James G. Kelly, formerly ac- 
count executive of M. F. Hall 
Advertising, and H. Jack Mengle, 
account executive of Backes, 
Weisbeck & Besig, have estab- 
lished their own agency, Kelly & 
Mengle, Inc., at 250 Delaware 
Ave., Buffalo. 


Present Mergers 
Called Forerunner 
of Depression 


New YorK—The present wave 
of mergers in industry may well 
be the forerunner of the next de- 
pression, Ernest S. Meyers, part- 
ner of Isseks, Meyers & Verdon, 
trade consultant, warned the New 
York chapter of the American 
Marketing Association last week. 

Mr. Meyers, who for a number 
of years was in charge of the 
consent decree section, anti-trust 
division, Department of Justice, 
said industry is not solely re- 
sponsible for the trend toward 
concentration. He called anti- 
trust machinery antiquated and 


“1942 Plymouth, 5 passenger, 4 door sedan, advertised 


for sale at 1717 E. 95th St. for $311.00. File No. 2029335; 


USA No. 23719.” 


“1942 Mercury Station Wagon, 7 passenger sedan, adver- 
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tised for sale at U.S. Naval Training Center at Great 


Lakes for $851.40; File No. 


oo 
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2541142; USA No. 23864.” 
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"1942 Plymouth, 8 passenger station wagon, advertised 
for sale at U.S. Naval Training Center at Great Lakes 
for $1023.48. File No. 2029335; USA No. 137469.” 


542607.” 


1942 model, 30 passenger Bus, for sale at 1717 
St., Chicago, for $2,314.40. 


E. 95th 
File No. 2537074; USA No. 


WAA bargains for 
War Vets exposed! 


In mid-March, 2000 veterans came to Chicago for a 
four-day War Assets Administration sale of $1,010,810 
worth of automotive vehicles ... described in a 54 page 
WAA catalog, and widely advertised. 


An enterprising Sun reporter and photographer, 


believers in “‘caveat emptor,” looked over the cars at 


the storage depots, found many had been in collisions 


or wrecks, were battered junk, fit only for salvage. Yet 
government prices ranged from $311 to $1,048.48. 


The Sun reporter showed the pictures to veterans 


...too late for some who had put down savings, or 


irrevocably commitied themselves to pay in five days. 


On phoning the WAA to protest, these veterans were 


told the contracts were binding and must be kept! 


Tue sun on March 19th headlined the story... and 


printed the documentary photos on the picture page. 
Action was prompt. Within twenty-four hours, the WAA 


reversed itself... ruled that any buyer of equipment 


not up to specifications, could get his money refunded... 


The Sun gets action in Chicago... because it enjoys 


the respect, confidence, and support of an important 


segment of Chicago... people who buy The Sun as a 


wanted newspaper, pay the premium price of 5 a copy. 


With such an audience, The Sun moves merchandise at 


a profit...published more than 13,700,000 lines of 


advertising last year...is frequently the lowest in cost 


per unit sale. And while The Sun’s 300,000 plus daily 


and 450,000 Sunday circulation doesn’t reach all of the 


Chicago market... no advertiser can reach much of the 


best buying power of the market—without The Sun! 


e CHICAGO SUN 


400 West Madison Street, Chicago 6, Ill. 
250 Park Avenue, New York 17, N. Y. 
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inadequafe, and urged that the 
Department counsel companies 
frankly which come to it in ad- 
vance of action which they think 
might contravene the Sherman 
act. 

Some examples of the trend to 
concentration cited by Mr, 
Meyers: In the fire extinguisher 
business, one company accounts 
for 85% of production; in incan- 
descent lamps, one company 
makes 60%, two companies, 80%: 
in ball bearings, 60% are made by 
one company; in foodstuffs, one 
company makes 66% of canned 
soups and one company makes 
55% of biscuits and crackers. 

He cautioned “these few sta- 
tistics, picked at random, hardly 
measure the actual degree of con- 
trol by American industry—‘less 
than 144% of all industrial em- 
ployers in the U. S. employ about 
55% of the industrial workers.’” 


Highest Level Since ’31 


“In the last quarter of 1945 and 
the first quarter of 1946,” Mr. 
Meyers pointed out, “mergers and 
acquisitions reached the highest 
level since 1931. It seems sig- 
nificant to me that both of the 
great merger movements in the 
country were followed by major 
depressions. . . If this trend con- 
tinues, you, as marketers, must be 
prepared to yield some of your 
economic liberty and opportunity. 

“The trend to concentration of 
production and manufacture will 
necessarily be followed by con- 
centration in the channels of dis- 
tribution. It is not uncommon 
today for a dominant company in 
a particular industry to have its 
wholly-owned system of distribu- 
tion. Absence of competition in 
marketing will, I am afraid, in- 
vite legislative panaceas and nos- 
trums.” 

Mr. Meyers devoted a consider- 
able portion of his talk to the ac- 
tivities of trade associations, and 
cited legal precedents for action 
in cases where the association had 
conspired to fix prices, boycott 
manufacturers, or prevent the 
free flow of trade. 

Proper activities for trade as- 
sociations include cooperative ad- 
vertising, Mr. Meyers said, as well 
as (1) technical research, market 
and merchandising research, qual- 
ity standardization, elimination of 
product and service misrepre- 
sentation; (2) furnishing govern- 
mental agencies with information 
and assistance on matters con- 
cerning the industry, publicizing 
to the industry legislation and 
government orders affecting it, 
and representation of the indus- 
try in dealing with government, 
labor and trade or consumer 
groups. 


Malone Joins Durstine 


John Malone Jr., formerly with 
Geyer, Newell & Ganger and J 
Walter Thompson Company, New 
York, and recently on the Pacific 
Coast, has returned to New York 
to join the executive staff of Roy 
S. Durstine, Inc. 


Complete Production 
facilities for 


SPOT ANNOUNCEMENTS 
SHOWS « BANDS « AIR CHECKS 
LINE CHECKS and 


everything you need 
for your radio work 


Chicago's Largest 
Independent Studio 
State 5635 


RECORDING CORP. 
42nd floor 


20 North Wacker Drive 


Amb. 2142 @ Chicago & @ State 5635 
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and still growing as more and more advertisers learn what 
wonderful things advertising in The New York Times Mag- 
azine does for sales. That's simply because it is powered 
for profit by The Sunday New York Times, which carries it 
every week into more than a million of the brightest homes 
all over the country. We'd love to tell you all about it. 


Why not ask us to? 


The New Pork Times 


“ALL THE NEWS THAT'S FIT TO PRINT” 


*Used by 1363 advertisers in 1946, an increase of 81%! 


TERS INK, APRIE M,1947 
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Peter Paul Cuts 
Wholesale Price 
of Nickel Candies 


NAvUGATUCK, Conn.—Peter Paul, 
Inc., announced a nickel price cut 
to distributors last week and said 
it hopes, with the help of a few 
more manufacturers, to get nickel 
candy bars back on the counters 
selling at five cents—instead of 
six or seven. 

C. H. Flint, vice-president of 
the candy manufacturer, said the 
company believes this is the time 
for manufacturers “to make every 
sacrifice possible” in order to re- 
store the nickel confection. 

“It is our firm belief,” he told 
ADVERTISING AGE, “that if a few 
more manufacturers will follow 
suit and_ substantially reduce 
prices, it won’t be long before 
nickel candy bars again will be 
selling for five cents on all candy 
counters throughout America, 
which should lead the way back 
to an all-time, record-breaking 
volume of sales of candy bars 
everywhere.” 


In Effect May 1 


Peter Paul, first of the well 
known nationally distributed bar 
houses to trim postwar prices to 
its wholesalers, said the price cut 
was effective May 1 on its entire 
nickel line—including such brand 
names as Peter Paul’s Mounds, 
Walnettos, Choclettos and walnut 
caramels. 

The company stressed that there 
will be no lowering of quality or 
the net weight of these products. 

In announcing the step, it said 
it feels that “the greatest obstacle 
to continued volume in the nickel 
bar field is the six-cent price 
charged by retailers.” If jobbers 
and retailers will cooperate by 
pricing all nickel candy bars so 
they may be sold for five cents, 


MEW! \947 EDITION 


FOR EFFICIENT SALES 
PLANNING AND CONTROL 


in your dealings with 
Advertisers and their Ad- 
vertising Agencies—get 
the new 1947 Standard 
Advertising Register. It 
outlines the advertising 
policy of over 12,000 
national and regional ad- 
vertisers with executive 


personnel, agency or 
agencies placing the ac- 


count, advertising appro- 
priation and budget dates, 
the media used, the method 
and territory covered in 
distribution of the adver- 
tiser's products—all vital 
information in your promo- 
tion and sales activities. 


THE AGENCY LIST, pub- 
lished in January, May and 
September furnishes a rec- 
ord of 2,000 advertising 
agencies, with pertinent 
data on their recognition, 
their 10,000 personnel and 


30,000 clients. 
q write for details 


cA ¥ and prices 


NATIONAL REGISTER 
PUBLISHING CO., Inc. 


330 W. 42nd SI. 333 N. Michigen Ave. 
New York Chicege 


the company added, the policy 
“will help put the candy business 
back where it belongs—of giving 
fair values for fair prices.” 
Officials of the National Con- 
fectioners Association, Chicago, 
meanwhile, said that their hands 


| are tied as far as industry pricing 


is concerned, and that action on 
price cuts is up to the individual 
manufacturers. While costs of 
raw materials have soared, most 
of the established manufacturers 
have indicated that they would 


like nothing better than to get 
back to the nickel price if they 
still could make a_ reasonable 
profit. 


Offers Dealer Aids 


The Insulux Products division 
of Owens-Illinois Glass Company, 
Toledo, is offering its dealers and 
distributors a mat and electrotype 
service to help local outlets in 
coordinating their advertising with 
the company’s national campaign 
for Insulux glass block. The serv- 


ice includes 18 newspaper and 
regional trade publication lay- 
outs, each to carry the dealer’s 
signature. Trade publication elec- 
tros also are offered. Brooke, 
Smith, French & Dorrance, New 
York, handles Insulux advertis- 
ing. 


Nottingham to Allied 


Nottingham Steel Company, 
Cleveland, has appointed the Al- 
lied Advertising Agency, Cleve- 
land, to direct its advertising and 
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Names Collyer V. P. 


James H. Collyer has been 
named a vice-president and di- 
rector of Walsh Advertising, Inc., 
Montreal, a division of the Walsh 
Advertising Company, Toronto 
and Windsor, and London, Eng- 
land. 


Joins Four A’s 


House & Leland, Portland, Ore. 
has been elected to membership 
in the American Association of 


sales promotion program in 1947.! Advertising Agencies. 


LET’S SPEND A DAY 


1. Meet M’sieur Etienne Boudreaux! 


“Glad to know you, sir’? — says Etienne in perfect 
English. He still speaks a native “‘patois” on oc- 
casions, but more important—his money talks too! 


5. Before Etienne’s shrimp trawlers depart, 


crew checks last-minute wind, tide and weather 
conditions — broadcast by WWL 4 times daily 
direct from U. S. Weather Bureau. This unique 
service is welcomed by entire fishing industry. 


9. In the afternoon poper... 


the Boudreaux family sees the WWL ad — telling 
of the ‘‘Biggest Show In Town”’ for them to enjoy 
tonight. Again, WWL is winning more listeners 
for its advertisers. 


with the Boudreaux Family 


2. Hypolite, Jacques, Wife Jeanne, and Jimmy 


They live in the heart of the rich sugar area near 
New Orleans — have a prospering seafood indus- 
try at their front gate — oil at the “‘back door.” 


6. No day complete without “Dawnbusters” 


—WWL show specially pitched to the 3,486,182 
people in WWL-land. Because of proven re- 
sponse, ‘‘Dawnbusters’”’ has been sold out for 
9 years to participating sponsors. 


wa 9 v9 
— "Glttay 


* 


10. Evening on the bayou... 


They all look over the WWL schedule that arrived 
in the mail today. So — when the radio is turned 
on tonight, it’s likely that the dial will stay just 
where it’s been all day, 870 — WWL. 
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Offers 2% Cash Discount 


Effective July 1, the St. Louis 
Star-Times will restore the 2% 
cash discount. This action is in 
line with the request of the 
American Association of Adver- 
tising Agencies. 


GM Starts New Magazine 


General Mills, Minneapolis, has 
started a stockholders’ magazine, 
“General Mills Horizons,” which 
will be issued three times a year 
—winter, spring and fall. 


Only Sport, News 
Worth Televising, 
Hammond Says 


New YorK—Only sports events 
and news are currently worth 
televising, writes John Hays Ham- 
mond Jr., inventor and a director 
of Radio Corporation of America, 
in the May American Magazine. 

The other programs are, he 


movies or third-rate vaudeville. 
The entire approach has been that 
of aping an existing medium.” 
Mr. Hammond’s criticisms of 
television are wrapped in an 
omnibus article called “This Rest- 
less New World,” in which the 
inventor (he is a consultant en- 
gineer for RCA, president of 
Radio Engineering Company and 
Hammond Research Corporation) 
predicts many technical devices 
to come, and outlines methods of 


said, “poor copies of Grade B/| evading current obstacles. 


| Television, Mr. Hammond be- 
lieves, offers great opportunity for 
the retail advertiser, who will be 
able to offer his goods, in color, 
to the housewife, much as if she 
were facing him across the coun- 
ter. 

“This could be the beginning 
of the end of bargain-basement 
savagery,” he notes happily, “and 
make for a happier, more gentle 
world. Many women who now 
detest shopping because of crowds 
might be inclined to buy more if 


rived 
irned 
r just 


3. Fivea.m.and... 


On goes Papa Boudreaux’s radio to “‘Dixie’s Early 
Edition’”’ — WWL feature filled with important 
rural news, crop advice, and agricultural tips he 


wants to hear. 


7. At the office ... 


M. Boudreaux listens to an informative review of 
the markets which affect him — quotations, fu- 
tures, trends — a WWL broadcast he depends on 


daily. 


No wonder... Morning, Noon 


Folks turn first to 


a 


The Greatest Selling Power in the South’s Greatest City 


4a 


Large announcement in morning paper 


reminds Mrs. B. of her favorite programs—high- 


Hooper WWL entertainment. 


WWL is the only 


New Orleans station using all forms of consumer 


a) ey ‘SS 


8. After school... 


media to advertise its advertisers. 


ll-year-old Jacques responds to WWL’s youth 
programs and herd improvement contest—another 
WWL promotion for the public good. (Each year 
WWL presents two registered bulls and a boar 
for outstanding work with herds). 


and Night 


50,000 Watts — 


Clear Channel 
cBS 
Affiliate 


* 


Represented 
Nationally by 


The Katz Agency, Inc. 
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it could be done in this painless 
fashion. Chain stores and 
supermarkets could buy television 


| time and each morning show the 


housewife in her home the fresh 
fruit and vegetables which have 
just come in from the country, 
and the choice cuts of meat.” 


Two Appoint Ad Fried 


Ad Fried Advertising Agency, 
Oakland, Cal., has been appointed 
to handle the advertising of Roc- 
sil’s Shoe Company, Oakland, 
using newspapers and radio, and 


California Spring Garden Show, 
radio. Evelyn Ferguson has been 
promoted to space buyer of the 
agency. 


Shows Change in Ads 


Marketing, Toronto, released 
with the April 26 issfie its Annual 
Exhibit of Canadian Advertise- 
ments. The more than 700 ads, 
prepared by Canadian advertising 
agencies and published within the 
past year, show how copy has been 
_affected by the transition from 
war to peace. 


PER PAGE 
PER THOUSAND 
DROPS 54% 
FIVE YEARS 


ODAY, in contrast to 

generally rising adver- 
tising costs, you can reach 
the decision makers of 
business and industry 
through The Wall Street 
Journal at less than half 
the pre-war cost. 


Yes, the cost per page per 
| thousand is exactly 54% 
lower than it was 5 years 
ago. 


In these days of unusual 
competition and more dif- 
ficult selling, these Wall 
Street Journal subscribers 
—the executives who initi- 
ate and manage industry’s 
buying, and 
marketing—are more vital 


production 


to you than ever before. 
They can make or break 
your sales. 


If you sell to business and 
industry, The Wall Street 
be 


advertising buy. 


Journal should your 


It 


decision 


first 
delivers more 


makers per advertising 


dollar than any other pub- 


lication anywhere. 


the ONLY National Business 


sab 4 Streot - New York 4, N. ¥- 
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Believe Only Marshall Can 
Save U. S. Shortwave Service 
WasHINGTON — House hostility 
and Senate indifference indicate 
that only the personal prestige of 
Secretary George Marshall can 
save the State Department’s 
broadcasts and other overseas in- 
formation work beyond June 30. 
Many members of Congress in- 
stinctively fear that a government 
“propaganda” program will some- 


By STANLEY E. COHEN, Washington Editor. 


how make itself felt in domestic 
politics. Even in the midst of 
war, many were unwilling to 
recognize a need for “telling our 
story” to the world. 

Yet Congress has heard that 
Russia spends as much for propa- 
ganda as all the rest of the world 
combined, and that Britain, de- 
spite her troubled economic situa- 
tion, is spending $40,000,000 to 
$45,000,000. 

Even in such Western Hemis- 


ae 


phere nations as Argentina, Chile 
and Mexico, Britain outspends the 
United States. According to Sen. 
Scott Lucas (D., Ill.) she spends 


|upward of $1,000,000 in Greece. 


The United States, which is mak- 
ing a $400,000,000 loan in, this 
area, spends only $315,000 in 
Greece and Turkey. 

Congress may resolve its doubts 
by taking up the proposal for a 
semi-public foundation to handle 
the shortwave broadcasts. This 
plan, suggested by Under Secre- 
tary of State Bill Benton and en- 
dorsed by the NAB, assures non- 
political program direction until it 
is financially practical for private 
operators to offer shortwave serv- 
ice. 

ok co * 


With all the shortages, OPA 


troubles and labor uncertainty, 
the business mortality rate in 1946 
was only about half a typical pre- 
war year, the Commerce Depart- 
ment finds. This despite the fact 
that there were more than 1,000,- 
000 new businesses, many owned 
by relatively inexperienced per- 
sons. Among newcomers, short- 
ages of merchandise proved a most 
damaging problem. Nearly half 
the failures were traced to that, 


74% in the retail lines. 
* * * 


Now that President Truman has 
had his say, the administration 
intends to leave business free to 
face up to the price problem. The 
President shrugged off the Bowles 
proposal for a committee of busi- 
ness men to point out ways and 
means of cutting prices, and Com- 
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WHATS HAPPENING 


IN WASHINGTON D.C.? 


POPULATION TREND aime 


re has been no de- 


crease in the population of the Washington, D. C., 
Metropolitan Area. 


the— 


REASONS WHY Post-war Government 


agencies and private industry have expanded, absorbing 
much of the personnel of wartime agencies. 
“permanent Washingtonians” whose offices were de- 

centralized during the war are now returning to Wash- A 


ington. 


To the contrary, 


Lastly, many single girls—wartime stenog- 
raphers—have departed, replaced by veterans and 
their families returning to Washington for their 


previous permanent jobs. 


[| eS 


DAN A. CARROLL, 


THE JOHN E. LUTZ COMPANY 
CHICAGO 
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| 1946 estimates 
l reveal a slight increase over the 1945 figure of 1,361,000 
| —a puzzling post-war phenomenon until one looks at 
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1 STAR'S GROWTH 
| IN CIRCULATION... 


Paralleling the growth of Washington, The Evening 
Star's circulation is now more than double that of any 
other Washington newspaper in the afternoon (not 
including forenoon editions), and its total circulation 
in the Washington Metropolitan Area far exceeds that 
of its contemporaries in the morning, evening or Sunday 


field. 

Evening Sunday 

Year ending Sept. 30, 1946... 210,650 225,491 

Year ending Sept. 30, 1944........... 191,363 195,097 

Year ending Sept. 30, 1942.......... 175,822 176,305 

Year ending Sept. 30, 1940... 151,201 154,694 

Year ending Sept. 30, 1938... 135,562 146,259 

Year ending Sept. 30, 1936............ 128,565 136,237 

| Increase during past ten years 82,085 89,254 
or 63.8% of 65.5% | 
NEW YORK | All Returns and Service Copies Deducted | 
| Average Net Paid Circulation. 95.3% in Retail Trading Zone | 
| | 
en ep ee 
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Advertising Age, May 5, 1947 


merce Secretary Averell Harri- 
man said his department has no 
intention of providing further 
leadership. “I will be glad to see 
any business man who wants to 
see me,” Mr. Harriman said, “but 
prices are a problem for each in- 
dividual firm.” 
* * * 


Some of the more aggressive 
price cutters are continuing to 
reap public relations bonuses. The 
White House served as a sounding 
board for some of the original 
price cutters—Ford and Interna- 
tional Harvester. Now many are 
wiring Congress. Their telegrams 
are read into the “Congressional 
Record,” thus securing a promi- 
nent spot in the daily price round- 
ups filed by the press associations. 
The General Cable price cut was 
reported in 400-word telegrams 
from the company to Congress- 
men. Members also heard of the 
Lever Bros. cut in soap and cook- 
ing fat prices via a telegram from 
Charles Luckman. 

* * * 


A $75,000 item for the Interior 
Department’s “See America” cam- 
paign found House appropriations 
subcommittee members _ split 
along party lines. Subcommittee 
chairman Robert Jones (R., O.) 
felt a few letters to big transpor- 
tation companies “would get folks 
who are naturally selfishly inter- 
ested in promoting travel in 
America to sponsor it as ‘part of 
their selfish desire.” Rep. Michael 
Kirwan (D., O.) senior minority 
member, envied Canada’s han- 
dling of tourists. “We don’t spend 
enough money telling what we 
have within our borders,” he de- 
clared. “But we seem to spend a 
lot of money in our schoolrooms 
telling what is south of the bor- 
der or what is over in Europe.” 

oe * * 


Treasury is soliciting advertis- 
ing support for a June-July drive 
introducing the “Bond-a-month” 
plan for bank depositors. To pro- 
mote payroll savings at the same 
time, Treasury is suggesting the 
slogan “Save the easy, automatic 
way... where you work... 
where you bank.’ In seeking 
business support, Treasury argues 
that wise management of the na- 
tional debt demands that owner- 
ship of U. S. securities be as 
widely spread as possible among 
individuals. Treasury’ estimates 
$44 billion of savings bonds out- 
standing in the hands of indi- 
viduals, $10 billion of them sold 
since V-J Day. 


* * * 


Commerce Department has scaled 
down its estimate on total new 
1947 construction from $15 billion, 
issued in December, to $12 or $13 
billion. It traces a 13% slump in 
first quarter starts largely to ex- 
cessive prices. BLS finds March, 
1947, home starts below the same 
month last year, but cautions that 
March, 1946, was an_ unusual 
month since builders were racing 
to beat the deadline on Wilson 
Wyatt’s “freeze.” Incidentally, BLS 
has already released 200 to 300 of 
its 1,700 employes. Several hun- 
dred more will go, now that the 
Senate has restored only a frac- 
tion of the 77% budget slash in- 
flicted by the House. 


* * * 


| The Post Office introduced a 10- 
cent airmail letter sheet, mailable 
to any point in the world. Despite 
impending increases in the fees 
Post Office must pay domestic and 
international airmail carriers, of- 
ficials are pleading with Congress 
for an additional six months’ test 
of “bargain” air mail fees. The 5- 
| cent rate has yet to restore domes- 
| tic airmail to a paying basis, 

though traffic volume is up nearly 
|100%. International airmail ton- 
| nage is up 77.16% since a general 
|rate cut Nov. 1. Airmail to Europe 
lis up 60%, to Africa 67%, to South 
| America 68% and to the Near 
_ East and Asia 198%. 
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The President of Brown University cuts loose 
with some unvarnished facts about the value 
and limitations of a college degree. In a 
boldly frank article, Henry M. Wriston de- 
bunks the snobbish pose of those who place 
false value on sheepskins. Can a man mea- 
sure up to the standards of a truly educated 
person without having earned a college de- 
gree? Do you measure up to those standards 
—whether you are a college man or not? If 
you're honest with yourself, you’ll know the 
answer when you read, in the Vacation Issue 
of THE AMERICAN MAGAZINE... 


WHAT GOOD IS A COLLEGE DEGREE? 
by Henry M. Wriston 


President, Brown University 


What good is a READER with a college degree? 


About 60% of the men who read THE AMERICAN MAGAZINE 
went to college...and about 50% of the women. 

But as the President of Brown University points out, there 
are many wide-awake, educated people in this world who 
never went to college. So the statistic that we are especially 
proud of is this: 

100% of THE AMERICAN MAGAZINE’s readers are people 
who are alert to.broadening their education. Month after 
month they look to THE AMERICAN MAGAZINE for authori- 
tative articles on important issues of the day. 

Two and a half million families—men and women—who 
are aleft to the problems of making a better life, alert to the 
products that help make a better life. 

Dollar for dollar, page for page, no other magazine 
can match the multimillion male-female circulation 
delivered by THE AMERICAN MAGAZINE. 
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he Near THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y., PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN'S HOME COMPANION 


' 
. 


ae 2a eae “Z De® ty ei: “pgh tia! ‘. “eae, ae SS : ¥ a 
ae ~ ne y Ne See. ; Pere widbriaree 5: axa we oe oe 2 : : | 
ay! us % Segoe orn | Ee ee: eg ae ci "4 4 | | | i | | 
nigh oN mig teenie, d pathic ome iene hf > fh nt ea ae ie . i. : ; 
Pas ha meta Nias 5 ent : Meee ws wee sae Pols Pah geen BO ge ak Tete vom RNY, Pa Coca i ea eae Ss 
ae Oe : RS al Og aie : tah AY Rely Rephta: goat ESR Re a 
: eh Eo 
| eae 
larri- . 
as no | 
a 
irther 
i 
to see & : 
its to : 
: a 
. “but * 
“ \" \ 
aa i 
me 
sy 
ee 
0 | : , 
a es es si 
= ae tie aie 
oe Pree & Beas “ | 
ae rR * ; a ti ji 
See ant eee: 3 § =e i 
‘ ee } ‘ - 
go ps aa : ; / 
oe ~ SEE SR 4 S . a Se 
iit aa ee eee oe Pa . ~ 
oe ee ; 3 . Se Ss 
an Gee gots SEs Sears Be 4 a S Se SS 
e el mC — a. | a —— 
: a PE ee Bee 4q ; ee 
tt Go ossrsrezrev . 3 : . = : 
gs ee : Pd : : ‘ 
of ge. ee F Ee SSK S : Se : SS 5 
ee ee ee : . : \ . . * | 
ae ‘ Beak tes he Pee Ss La RG rs : ; ~~ 2 = : 
ee < os AL? 
<< | ee ae ee mR : ‘ . . . ibs | 
oe ee : ES SS . S SK = : we 
. ee MMR SE Ea 4 = SS RES 8 SAS 
i re eee Pg ~ 4 . = bs " 
= = ae porte coast =e kee Fes soe SS eon eae % : “ = — . va be 
Se ok oe he aati Geass ; BS . aq ae pe. Ss SS 
4 ' oe o ee ie 5 Oe 3 3 . Ee aie See oy Ss X ae em 
 — Pe eS é : SSN 3 3 ll ll Soe 
= = ieee See es 2 ee eee : = : : a Es 
iE Sea So eee ee a SESS : Sa * os & ~ tee 
4 es ce eat ke. é : .. AS a pes ‘<a a ; 
ee eae SS Ri cee ee ha = ie 
: al a, ; ee sy: - le | 
< § ee oe gee Seo ee ht eee cit ie 
S Bre 2h ee —— # Ror a 2 Res se: eee Pham oa . ~AOOOEEE “a ie i . ~ ia 
SB Ge te ga a Sa e - Se “= .y ee | 
8 _— | a ——— ; : ri : 
ote os -_- - . OO ae ee x BR . . ee 
Be oo eo . I re eee ASS é . ah 
2 £ Paes , 2 . eo ee or eR 8 aN . 
a : i A | a, Se See Sameera ame a Bs — > YESS Se xa : 
to. ° . 22. S eS = ee ae Ree iy oo es ok . ee 
Be EF Gog at : ek: ae ORR cde Se AN ia eee — aa oC ot : 
Bo ne — See .. ae - i . oS ok ee at ; 
1S * Cm —. - # | {See : ORE . 
lho - s oe —_ i Saale. a q SSS cag Se ee a SESS x 
4S i 3 ; 2. one 43 Og as = 6 NS SOG F 
. E Se eee — mee . SS 4 S ; % . Ss = — - : eS ~< : 
ae " eae a ° SS Wis . 
it é moe e ; RSENS : Fee . es 
Be Hp sks 9 See : & Zs * ; * ute Se 
ft wits See, = : a 4 oe J , . ss 
of "53 as on , an . a €& 4 FF . . 
Baa 4 ia wo pn GMB :  '§s oe —. > ae : i = 
cee & > ee ies es To Ae ee rs eh > pgs a ats aaa : Of 3 . 
Bs 3 Pp ba Se Ma o-oo eae well - a idee SS) ae is? ae es Riss alee iade PG . - 
: | as Sn ees ee ; Ba oo ; — i it 4 
4 ’ ies plead | i 3S Poe pe ie & ey me a : ad ae oe 
a S es ee ee: |. gee ieee Ro el eo Me ee Me eae ae oS sie 
ee 4 Sg Seeeeen ye ’ fee eo en fee a aie a Pee he US .: ae : 
es le pre ES eS SRM Tc Bi. Sue? ee ar ag anes 3 ey in gs ed ae rar “$i ities . ‘i AO ; 
eS Bo Paras the a ws: Se geee 5 a) =: ‘ -— ? Seen Sc a leis ke o 
Ce ae _ aes Breer fs > ee ae 2 r j oo ie aes . | 
HR, Be SPS Ee, as a 4 — i 
| ee ° i a fo i * eal ies PS: 2 ae st : Ss 4 
| os ) = * — i bey) bidebbe i ree “en lillies. seit " = " oie 
a § : De 2S go Soy ae a a ee ea ae ae Bie ths ‘Ci iy. ja 
= s Pr (Saas Bi: yh ie) ne ; ol ri Sa I A gl ile ae lig $e is 
: | a . ‘ eed is ieee + a ; ms 2) * bere so ee Bang a Bs PRR eee, & 3 = ae 
.% sella sua eee ee Ba oo paemuntae Wing”. Se Tein Aad fe ; 
: | cumin Sa) B Ae of Veet a ae et ale Rico vag ae ee bas 2 BS 
“ie . . : le — pee : ae of . ee a MD Mie ei Cae te eee SS 
Re 4 re, oa to 2 ieee pe Sauer i ine SS ET oo Riga te tae Sef ic 
= = ee ie oe cok lie cts iia Pag ae ht ie a = oe ae eat: Se es fe ae ee bes a ones :s 
i © 3 E are. ee. > a ot ee ee See ae ae Roe hate gg ane 
ee pa _ is toe as: ~ Vea) RRO a ek ee e 
. | SS <r mana, _ ae Pe. 1 Bees cx cae ea = : 
: : Hn Ce © Ss ee ee le. “aaa : EE" eGR oa eS . 
ce : : Be |g Be > eee a NSE Salas So aR, : 
. RRO RR |, ge ee Cy ee * : 
is | eee Se, “e a pa i: es 5S am pans’ St i i 
e es ae aa Te ie es > ene ete ee Te i 
qa ae Bn re re ete to UE en. ee i: 
 % + iw aoe: fy cee a C — aR oe SMM Sn > A es ie el 13 
s ae ee reid pager a ae — ae 44 ree eg Ad e; 2 ee aes oa A se 
: £ Bis": <1° 0%: i 2 LA a8 ee Pee) ome ~ 5g je an 4 4 2 me. ee ee | 
| <n rs ec eren ates Soe” es dae i.) a ea eee Sy em Ps 8 sae be . t 
a — Bates - Sua er a 2 Re; a a ae Re oe en See is he ee Se : = 7 
-: i ees pee. See ae + ore, bray Cee a ale Aish eee 3 _. = :: ‘ 
a gee he BT race ieee act eat ee oa, whe Sua. ee a es eee — a 2 
«6a ..  ) ieee! Clee eockt ere iene ea Bars oy eee i. ce ae a Re ae 
.# a ogecs I or i Le Bisse) Loli eae chloe ct Lore cova eae ce eS ee, eee ; to oY eee oS Sas hee: Rats Sie . 
a4 ete | ae > wea ea emer 3 ee taba: iF 1) SRA Ea ah easy, bee Tere ae we eee Pee ons ae, fe 
4 % ee oe RW tli 5 2 Seat ay See a ai alii ik! ee ae ere Se ge ee ee 
| Fs oe ae oes ae: i ene as eh ea Go: sr = sree aS oe i i We ee De ———e 
et : NE a EE gee Fe ea ee See Ue a — 
@ ae | ss ae “woe eee || ee a se ae Fe 
$e ‘é ce ee era A” ees eee calc er ae cc |) ee. + 
a . fo is er} & oF ee ae METI. a ae Oh aos giles arm a , Ae 
: Lo Sl A am a pee “2. 2 ei’ ax Si = Bs Hah 
ee F 2 a ; 4 rae i Sel a " : Pedeeeniimeey 2 PS yee he a ee 3 “SS ; : ‘ 
=. fs te 24 ow ag I Se ame , _ i: 
cs § er 3 3 a = ae ise Cit a wan aS aay ae RS She, 4 eS si 
“o£ 2 A ns a “i ; . f 
Fl : oe uci > oe le os Ni ieee. Te : * e 
Vv ‘ ae oe eT, oe ae ae a See Gee. gti 4 “te ee + & cid 
f es , po : " Be a haa Eis Bears 4 ae ¥ Fea “= ea 2 
=> Pa. "4 iS 2 ge Re ae b: Ae dig “A seats” oa, as , | 
a 
Ee 
ee 
MES * eS he, Ipow 
ecg yon” |. 
mee “* - \ 
eins OEE “ er \ 
eet e es \ 
“ og - 7 . a) \ 
} ee = a Wi 
Ws. WW | 
ane ‘a 7 Wi 
[ca \ . 
$ ¥% | 
. \\ | 
<< 2s WwW | 
ee Wa 
oF ad \ 
/ “ee \N 
Es Ae :} \ 
| ~al . \" 
5 - J re &, \3 
. | OS 
—— } ss _ ‘ S \\ | 
' ; gine ay 
\* i. fa % i West ono AY i 
“at = tee colo oe | 
y NS ee ~~ 
f a 
_ lee 
Ss 2 a 6S , ‘ ‘ 
A | | 
; - 
; ; 
| | The | 
: ) i 
ic itil ; é | 
— TO READ IMPO y | 
cnc : 
eee 3 : 
presage | RN : 
ae A E : 3 | 
B: a —— : 3 | 
¢ i 
: * »y i ? 
: | iz , . { b. . : a « io 4 . <4 J 4 ‘ 
2 ) 3 : . ; : ‘ J . 


26 


Protestant Films 
Open for Sponsors 


NEw YorK — Religious news- 
papers which take advertising 
now have a counterpart in the 
movie business; the Protestant 
Film Commission announced last 
week that its films are available 
for commercial sponsorship. 

The commission—composed of 
the national boards of 19 denomi- 
nations and 13 interdenomina- 
tional agencies—is a non-profit 
organization. It offers, 


a pros- | 


pectus said, “the largest potential | 


audience in the country for non- 
theatrical motion pictures.” 

The commission will take care 
of the distribution of the film 
without charge to the. sponsor, 
and will return a proportion of 


the film’s rental income to the) 


sponsor. The sponsor is promised 
school as well as church distribu- 
tion. . 

“Subject matter and treatment 
are determined by the Protestant 
Film Commission,” the group ex- 
plained; “the sponsor receives a 
credit title on the film. The sub- 
ject matter for films, however, is 
determined entirely on the basis 
of a felt need by the denomina- 
tions and the local churches, and 
the service which it is evident 
that such films may perform for 
them.” 

The commission will distribute 
16 mm. films, and now has seven 
movies in production for 1947, six 
on the West Coast—which range 
from “Evangelism” to “How 
Prejudice Develops” in titles— 
and one on the East Coast, a 
documentary on China. 


Issues Oil Film 


Coca-Cola Company has is- 
sued a 15-minute color slidefilm 
on the petroleum industry, en- 
titled “The Story of Oil,” which 
is the first in a series on compar- 
able basic industries. The pic- 
ture, produced by the Jam Handy 
Organization, is being shown with- 
out charge to oil company em- 
ployes and service station person- 
nel, schools, clubs and other pub- 
lic gatherings. 


Macwhyte Elects Tyler 


Robert P. Tyler, formerly gen- 
eral sales manager, has been 
elected vice-president in charge 
of sales of the Macwhyte Com- 
pany, Kenosha, Wis., manufac- 
turer of wire, wire rope, wire rope 
slings, aircraft cable, assemblies 
and tie rods. 


, 
REACH THE 


a 


* The Post is 


built for 
the active, alert, acquir- 
ing half of Cincinnati— 
people on the way up, 
people still forming 
buying habits! 


incinnati 
Post 


REACHES 57x OF CINCINNATI J 


ian: 


Appoints Ziervogel | 

Fred Ziervogel has been a 
pointed associate editor of Plumb- 
ing & Heating Journal and 
Plumbing & Heating Wholesaler, 
New York. He will make his 
headquarters in the Chicago of- 
fice. 


Mongelas Elected V.P. 


Rudolph Mongelas, who joined 
Buchanan & Co., New York, in 
1937, has been elected a _ vice- 
president and director. Since his 


discharge from the Army in 1945, 
he has been an account executive. 


Head Joins BBDO 


Ralph E. Head, for five years 
associate editor of Progressive 
Grocer, has joined the New York 
office of Batten, Barton, Durstine 
& Osborn as grocery products 
merchandiser. Mr. Head is co- 
author of “Self-Service Food 
Stores,” and before his associa- 
tion with the grocers’ magazine, 
was in the sales department of 
the Carnation Company. 


Champion Issues 
Volume on House 
Magazine Layout 


HamiLtton, O.—The standard 
types of modern company pub- 
lications, elements of good design 
and layout, and proper usage of 
type are described in “House 
Magazine Layout,” second volume 
of the Stet Library of Editorial 
Aids, recently published by Cham- 
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pion Paper & Fibre Company. 

Author of “House Magazine 
Layout” is K. C. Pratt, Stet’s 
longtime editor. The 48-page vol- 
ume, a companion piece to “House 
Magazine Copy,” discusses the use 
of standard, tabloid and pocket- 
size publications; design and bal- 
ance in layout, and the qualities 
of various type faces. A bibliog- 
raphy is included for further 
reading and study. 

The new volume is 8%x1l1 
inches in size, printed in two col- 
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ors and bound in heavy cover | with the Atlantic City Steel Pier) vertising will be used to promote 


stock. Distribution is being made|Company for the opening of an| the 
to company editors, 
schools and others interested in| 
corporate journalism, and copies 
are available free upon request 
to Champion’s advertising depart- 
F. C. Gerhart is ad- 


ment here. 
vertising manager of the waa | Appoints Corbin Agency 


pany. 


company’s line of mono- 
journalism | exhibit of GM products on the! grammed and photograph playing | 

| Boardwalk in Atlantic City. The | cards, as well as its specialty gift | 
exhibit will occupy about 18,000) items. 


square feet of space, the same ——___. 
location GM used some years ago. WFMY Names Kelly 
Gaines Kelly, manager of the | 


classified advertising department | 
of the News and Record, Greens- | 
boro, N. C., has been named man- | 


Corbin Advertising Agency, 
|New York, has been appointed to 


ete | handle the advertising of Atlantic | ager of Station WFMY, owned by 
GM Arranges Exhibit 'Playing Card Company, New/|the Greensboro News Company. | 
General Motors Corporation,| York. Trade publications, dealer-| Leslie Ricketts, a member of the | 


Detroit, has made arrangements cooperative and direct mail ad-| 


| classified advertising department, | 


| tone Company, New York, 


has been 
Kelly. 


appointed to succeed Mr. 


Furman Names Two 


David Schneider, formerly ad- 
vertising manager of the Comp- | 
maker 
of Oculens sun glasses, has joined 
Furman Company, New York| 
agency, as merchandising and 
contact executive. Albert C. Book, | 
formerly with H. C. Burns Com- | 
pany, Oakland, Cal., has been | 
named publicity and copy director | 


PENNY PROFIT..NOR A SINGLE JOB 


JOURNAL AND REVIEW OF OPTOMETRY « 


ACTION 


IN A 


RELUCTANT 
DOLLAR! 


Idle cash means idle workers. 


But the risk dollar, stimulated by the 
opportunity to make a profit, keeps the ball of progress and pros- 
perity rolling . . . increases production, creates jobs, raises the real 
value of wages. That’s why profit is so important to the American 
way of life. For it is only the hope for profit that encourages invest- 
ment of the risk dollar in competitive enterprise. And it is only its 
investment and reinvestment that continuously supports and main- 


tains high standards of living and lowers living costs. 


Under American Capitalism, profits and jobs go hand in 
hand, but vicious propaganda twists the truth . . . deludes the pub- 
lic. Management must act now to instill Labor with faith in 
Capitalism; make it clear that only Capitalism offers the highest 


possible standard of living and the greatest net returns to the worker. 


We, at Chilton, feel that management has an urgent public 
relations duty to perform. A duty that cannot, must not, be 
neglected; a duty that demands the constant repetition of the basic 


facts about Capitalism and the part it has played in our progress. 


CHILTON COMPANY, (Inc.) 


CHESTNUT and 5éth STS. 100 EAST 42nd STREET 


PHILADELPHIA 39, PA. * NEW YORK 17, N. Y. 


DISTRIBUTION AGE 


‘CAILTON 


of the agency. | 


THE JEWELERS’ CIRCULAR-KEYSTONE * AUTOMOTIVE AND AVIATION INDUSTRIES 
THE SPECTATOR PROPERTY INSURANCE REVIEW « 
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HOSPITAL 


MANAGEMENT 
now 

has the 
highest 
hospital 
circulation 
ever 
reached 

in the 
field by 
any 
publication. 


It reaches 
more hospital 
people 

than subscribe 
to and pay 
for any 

other 

hospitai 
journal. 
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Starts Shoe Campaign FJ]lcqr Coaches 
T. Sisman Shoe Company, 

Aurora, Ont., has 


launched a Aidd Roto Copy 


spring campaign using rotogravure | 


tions, two-color half-page ads | 
fectiontionalmagannes. born tO Ad Schedules 


English and French, and radio | 
spots for Sisman Scampers. Sis- 
man Tredders for school children | 


tional magazine campaign of four- 


and Thoro-bilt work shoes are|C°lor copy in Collier’s and The 


being promoted 


in rotogravure | Saturday Evening Post, which be- 


sections, farm publications and | gan earlier this year, Elcear Coach 
radio spots. E. W. Reynolds &| Corporation, maker of trailer 


Co., Toronto, is the agency. 


coaches, has placed rotogravure 


=. in ited 
st Readership 
NUMERICALLY 


BECAUSE OF 
ACCEPTED 


EDITORIAL 


Building 
sSUPPLY NEWS fornia), Trailer Topics and Trail- | 


|er Travel. Dealers are being fur- | 


| copy in 15 major dailies. 

| The company is urging its deal- 
ers to run tie-in copy with the 
campaign. Elcar is also promot- 
ing special displays during May 
on dealers’ lots. The company, 
which has two factories, makes in 
addition to Elcar coaches, the Duo 
coach and the Star trailer. For 
all its coaches, it expects to spend 
promotionally, during 1947, about 
$129,000. 

| In addition to its national maga- 
|zine copy, the company also is us- 
|ing space in Trail-R-News (Cali- 


Cuicaco—To supplement its na- | 


nished with point-of-sale material 
|}as well as newspaper ad mats. 
The company is offering coaches 
ranging in price from $1,600 to as 
high as $4,800. The more ex- 
pensive coach includes refrigera- 
tion, air conditioning, shower and 
lavatory. 
| Agency for Elear is Holder Mor- 
row Collier, Inc., Chicago. 


‘Brief’ to Bow in June 


Brief, a business magazine for 
lawyers, will begin publication in 
June, with controlled circulation 
of 11,000 to 12,000, to Chicago 
lawyers. Basic page rate is $215, 
and trim size of the publication is 
7x10 inches. Jack H. Oppen- 
heim, lawyer and formerly repre- 
sentative of Viking Publishing 
Company, is editor. Offices are at 
209 So. LaSalle St., Chicago. 


Reopens Showrooms 
Revere Copper & Brass, Inc., will 
open new showrooms in the Mer- 
chandise Mart, Chicago, on May 6. 
The company maintained show- 
rooms in the Mart until 1942, 


close the space. 


When war production forced it to} 


Exhibitors Vie 
for Space at Ist 
Housewares Show 


PHILADELPHIA — Houseware and 
major appliance manufacturers 
last week demonstrated they were 
ready to make good on a long- 
standing promise to fill the post- 
war market with quality mer- 
chandise. 

At the semi-annual National 
Housewares Manufacturers Asso- 
ciation show, 475 exhibitors filled 
more than 100,000 square feet of 
floor space in Convention Hall 
with displays of their products. 
The competitive spirit lost in the 
war years was back in full force 
as manufacturers’ representatives, 
together with the retail buyers, dis- 
covered lines of booths filled with 
similar products. 

Metalware items could be found 
in every medium, including alumi- 


ere’s no magic in mere numbers | 


A whole string of sunfish can’t compare with a 
single good-size catch. The same is true if you're 
advertising a product for the home. You waste 
your time (and money) casting your line at the 
still-a-courting and the long-ago-wed—at 
young stenographers and romantic elderly ladies 
—no matter how numerous. 

After all, the big buyer of foods and furnish- 
ings, drugs, kitchen equipment and building 
materials is the homemaker. And 2,500,000-plus 
adult, purse-ample homemakers are the reason 
more and more manufacturers of household 
goods are finding their best market—at lowest 
cost—among the readers of The American 
Home Magazine. 

American Home not only hand-picks your 


audience. It brings you these folks at the most 


noe Than 


FOR ,2:500,000 HOMEMAKERS... 


Y. 


effective, sales-producing time—when they're 
thinking about home, planning new home im- 
provements, looking for ways to make their home 
life more comfortable, exciting, enjoyable. 

From cover to cover—in the editorial col- 
umns as wellas the advertising— American Home 
talks about nothing else but home. That's why 
homemakers buy it. That’s why they read and 
re-read it, clip its coupons, follow its recipes. 
During just six weeks recently, 30,000 American 
Home-lovers sent in $1.50 each for a file box for 
American Home recipes—impressive evidence 
of the kind of interest and response this home- 
making handbook develops! 

Maybe you've gotten the idea from all this 
that American Home has a special reader magic. 


It has. You can prove it for yourself. 
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num, copper and stainless steel 
Pressure cookers, offered by no 
less than 14 different manufac- 
turers, ranged in price from $9 
to $13.50. Shiny kitchen cutlery, 
in a hardwood box, which also 
can be used as a bread board, was 
offered by Ekco Products Com- 
pany, Chicago, as a timely gift 
suggestion for June brides. 


Ad Campaigns Played Up 


Conscious of the importance of 
their postwar national advertis- 
ing, a large number of the manu- 
facturers used their exhibits to 
display the magazines and news- 
papers they have been using. The 
Cory Corporation, Chicago, maker 
of all-glass coffee brewers, built 
an exhibit to duplicate the spreads 
that are to appear in Collier’s, 
Life and The Saturday Evening 
Post. 

Putting their best foot forward 
in the first big products show 
since before the war, and the 
first since the sponsors incorpo- 
rated as a national association 
last June, the manufacturers bar- 
gained for booths which cost any- 
where from $125 to $400. Gen- 
eral Electric Company, with 2,400 
feet of display space shared by 
exhibits of several of its products, 
topped the space buyers. Ekco, a 
close second, took 2,000 square 
feet of space for its cutlery, pres- 
sure cookers and tin ware. 


Features Door Chime 


One of the novel items viewed 
was a door chime produced by 
A. E. Rittenhouse Company, New 
York. It plays three different 


|melodies of varying length; can 


be rigged to three different en- 
trances to the home, and even 
plays “How Dry I Am” to the 
swinging of a bar door. 

Alexander W. Buddenberg, ex- 
ecutive secretary of the associa- 
tion and one of the original or- 
ganizers, said 15,000 retail buyers 
probably would view the exhibits 
before the six-day show closed 
May 1, which would set a new 
record for attendance. 

He discredited first-day reports 
that products had been screened 
and space denied those which did 
not come up to standards. He ad- 
mitted, however, that for want of 
space, $26,000 had been returned 
to exhibitors previously accepted. 


Smith Joins Biow 

Walter Grenville Smith, for- 
merly vice-president in charge ot 
media and a member of the plans 
board of Ruthrauff & Ryan, has 
joined Biow Company, New York, 
as vice-president in charge ot! 
media planning. 


XORA to Pan American 


Station XORA, government 
commercial radio outlet in Shang- 
hai, China, has named Pan Amer- 
ican Broadcasting Company, New 
York, as its exclusive representa- 
tive. 


Inside type 


NEON 
SIGNS 


We are quantity manu- 
facturers equipped to 
produce and deliver wall, 
window and counter dis- 


plays. 
The Vitroseal Corp. 


28 East Electric 
Covington, Ky. 


Representation available in some 
crece 


= ~~ 


“gi bs = Ee Te Ba ‘ ea eae 5 ee re = : soem tey See =~ pee sit te ee coe iene 
Lae os 4 { mar : ne oe Pete aes Zi a 
e2 a al i ee oe ae iii ine Es oa ae ; 
ae 
r 
ee ti 
| 
¥ 
Py . 
: > 
= 
J (| ic 
. SE Po 
eee... 
. 7 
a | 
« OF SS 
‘Sia. Se 
. = “a ~ 
: \. « @ 42 | 
XS “° @ 4 a “ae sof. | 
\ Ves 
‘ ey ec oe ae 
'g | | 5 a | 
> °° 0 Pane.» — | 
[* J p \ YY ee e é <f. esas =e 
a \\ Ay’ aa —— _ 
Wy = Al \ \\ \ ° +. | 
ee < \ We, | 
f \ ‘. 
{ ry ; "a | 
oA DO ZZ, 
{ a — ae -e 
f , .s ) Fh: 
wtih | a i e 3 
\ = S\ ac Bt 4 : 
\ a = a hey ane 
C <= vo “Rat i ay 
_— —_ a Pee ae a ay 
~ > ee “ae a 
<2 27) ae 
° 4 / . J 
nt ee 
“AY 
a 
_ _ 
Sl ees AMERICAN a 
— . 
A" ey Incorporated 
O//fy | : Se 
Mf y as a eee he e d 
’ J» * e 
s 
. « s ies 3 ees oN e ¢ : ge af i Oe ae : . ate. P ‘ - ’ foie a : ‘ ; , ‘ ; é 5 “i ; : ; cae ; "| = ; Ps hse 


hae 


), 1947 


steel 
by no 
nufac- 
om $9 
utlery, 
h also 
‘d, was 
Com- 
ly gift 


Up 


ince of 
ivertis- 
manu- 
bits to 
news- 
ig. The 
maker 
;, built 
spreads 
ollier’s, 
vening 


orward 
; show 
nd the 
1corpo- 
ciation 
rs bar- 
st any- 
. Gen- 
hh 2,400 
red by 
roducts, 
Ekco, a 
square 
y, pres- 


e 


viewed 
iced by 
iy, New 
jifferent 
th; can 
ent en- 
d even 
to the 


org, ex- 
associa- 
inal or- 
| buyers 
exhibits 
’ closed 
a new 


reports 
screened 
hich did 
He ad- 
want of 
returned 
ieccepted. 


th, for- 
harge of 
he plans 
yan, has 
w York, 
arge ot 


"can 

‘ernment 
1 Shang- 
n Amer- 
ny, New 
yresenta- 


A powerful blow is useless if it doesn’t hit its mark. A well- 
aimed blow has little effect with no force behind it. These 


two must be combined. That’s what FIRST 3 offers you. 


Your Sunday Punch appears in the first newspapers in 
America’s FIRST 3 cities — The New York Sunday News, The 
Chicago Sunday Tribune, The Philadelphia Sunday In- 


quirer—with your choice of either FIRST 3’s new Magazine 


j mS, — = : 
"NEW YORK /' 


r 


and Picture-Roto Group, or the long-established A /l-Picture- 


Roto Group, with a 67% average coverage in the three 


metropolitan areas. 


Aimed at a market with 34% of the total U. S. families who 
buy 40% of the U. S. sales at retail, 42% of the food, 36% 
of the drugs. An average coverage of 46% in over 1600 cities 


and towns, with a total circulation of OVER 7,200,000. 


To direct your power where it will do the most good YOUR FIRST BUY IS FIRST 3. 


THE GROUP 
WITH THE 
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PUNCH 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


Reiegrauunre + Colergrauwre 
Picture Sections + Magazine Sections 


News Building, 220 East 42nd Street, New York 17, VAnderbilt 6-4894 + Tribune Tower, Chicago 11, SUPerior 0044 + 155 Montgomery Street, San Francisco 4, GARfield 7946 
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Safeway Aids NARG Fight 


Battle with National 
Brands Intensifies; 
Builds Own Sources 


OAKLAND, CAL.—Ling Warren is 
on the warpath again. 

As Paul Willis, president of 
Grocery Manufacturers of Amer- 
ica, New York, tours the coun- 
try in praise of the conversion of 
one leading chain to nationally 
advertised brands, Mr. Warren, 
president of Safeway Stores, an- 
nounces his intention to help the 
National Association of Retail 
Grocers eliminate the “evil” of 


advertising allowances by manu-| 


facturers to retailers. 

The grocery chain to which Mr. 
Willis refers, without naming it, 
is Kroger Company, Cincinnati, 
third largest in the country. 


Lingan A. Warren’s Safeway 
Stores, Inc., Oakland, is second 
largest. 


While sales of the No.1 chain, 
A&P, moved above the $1.5 bil- 
lion mark in 1946, Safeway—em- 
phasizing its own “sponsored” and 
new-supplier brands — lifted its 
volume by $183,000,000 to nearly 
$848,000,000. Kroger’s mean- 


while rose $110,000,000 to $567,- 


000,000. 


Promotes Brands Fully 


Safeway promotes its own 


brands “fully,” Mr. Warren told 
16 division 


his managers from 
San Diego to 
New York, to en- 
i able them to 
' “compete on 
equal terms with 
outside brands.” 
In the process, 
it has either 
dropped or sub- 
ordinated a num- 


ber of nation- 
ally advertised 
L. A. Warren brands. 
He recently 
told stockholders that “advertis- 


ing for (its own) sponsored brands 
employs such media as news- 
papers, radio, consumer maga- 
zines and outdoor posters’’; showed 
them packages of such products 
ranging from Royal Satin short- 
ening, NuMade mayonnaise and 


| pOIMT-OF-saLe 


‘Punch 


oe. 
SELF-STIK “ECONO” SIGNS 9 
Py 


Showmanshi 
Specializing in point-of- 
campaigns, designs, art, 
production, distribution | 


Meadow Wood butter to Jell-well 
| gelatin desserts and Kitchen Craft 
flour. In coffee alone, Safeway 
has four “sponsored” brands, 


| roasted in seven U. S. and Cana-} 


_dian cities. 

Inequities and sometimes even 
“bribes” in advertising allowances, 
especially to large retailers, were 
largely responsible for passage, a 
| decade ago, of the federal Robin- 
| son-Patman 
| act. 


Many national advertisers 


| 
, offered allowances, among other | 


things to discourage the growth 
|of private brand competitors. 


Hits ‘Special Privilege’ 


Little grocers opposed them be- 
|cause they gave big grocers a 


“anti-discrimination” | 


grocers in the NARG to eliminate 
such allowances entirely. 
At the last annual meeting of 


° J / the GMA in New York (AA, Nov. 
25, 1946) Patsy d’Agostino, N 
Against “Ad Allowances’ #:’twits? fii" 


out that although independent 
grocers account for 68% of the 
total volume, some manufacturers 
still discriminate against them. 


Advertising allowances he called | 


“the worst evil that exists in your 


relationship with retail distribu-| 


tors, because actually most of the 
68% are being cheated by 
special privilege to a few.” 

On April 23, Ling Warren sent 
to editors an exchange of letters 
between Mr. d’Agostino and him- 
self. Mr. Warren wrote: 

“T want you to know that we 


give the brand promoter full value 
for the allowance.’ 

“Although we accept allowances 
for competitive reasons, we would 
like to see them completely elimi- 
nated. We will be glad to co- 
operate with you and your or- 

|ganization in accomplishing such 
‘elimination through any legal 
| ways that may be open to us.” 


Committee to Report 


It took Mr. Warren two months 
\to weigh the speech, and Mr. 
d’Agostino five weeks to weigh 
|Mr. Warren’s agreement. Maybe 
| little (5’ 4”) Mr. d’Agostino won- 
‘dered if he weren’t wandering 
|into Ling’s lions’ den. On April 4 
| he replied: 

| “I am very much pleased that 
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jection whatever, only I want to 
make it clear that the discussion 
of allowances is entirely my own 
idea and not that of the associa- 
tion. A committee was appointed 
to study this matter and a report 
will be made at our next board 
meeting, preceding our nationa! 
convention in San Francisco next 
June 22.” 

Although Safeway tells AA that 
it “promotes every brand (it car- 
ries) and gives each of them 
equal opportunity to move,” the 
chain is determined that Safeway 
and not the national advertisers 
shall have first voice in what its 
customers buy. 

Instead of nationally adver- 
tised vs. private brands, Safeway 
refers to manufacturer-controlled 


‘of Safeway Stores completely and | you approve of discontinuing once | vs. retailer-controlled brands. 


_emphatically agree with you on and for all these questionable ad- | 
| 


' this (advertising allowance) ques- 
|tion. For many years our pub- 
‘licly-stated policy has been: 

| “Safeway disapproves adver- 


vertising allowances. 
| “I think this 


| enough to want to clean up house 


| competitive advantage. Now comes|tising allowances, but in those | resorting to legal action. 


itself with 
the scores of thousands of little 


| big Safeway allying 


| 


Gases, where it accepts allowances 
| for competitive protection, it will 


industry is big | 


Stresses Different Objectives 
To his division managers Mr. 


| Warren has said: 
'seated around the table, without | 


“|, The promotional objective 


(of an outside brand promoter is 


| “In regard to releasing your) not entirely the same as our ob- 


letter to the press, I have no ob- | jective.” 


The former’s objective 


| 
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is “solely to increase sales and 
profits. Since he is the only source 
of supply for his ‘label’ he can, 
by creating the pressure and 
leverage of consumer demand, 
dictate the price which the dis- 
tributor pays and the price at 
which he sells—in other words, 
the spread which he receives. This 
situation is responsible for the 
‘squeeze’ which the retailer usu- 
ally sustains on highly promoted 
brands. . 

“Our most important objective 
is to restore our bargaining rights 
as buyers of commodities. To il- 
lustrate—when we buy Oxydol 
and Jell-O we do not buy com- 
modities but ‘labels’ and in this 
buying we have no bargaining 
rights. But to the extent that we 
can successfully promote a Spon- 
sored Brand of granulated soap 
and a gelatin dessert, we can 
successfully compete with others 


| 


in the purchase of tallow and oils, | 


gelatin, sugar and flavorings. 


“Consequently, every consumer | |Safeway set out to “round out 
who, having complete freedom of | our Sponsored Brand program to 
Sponsored | appeal to every consumer point | 


choice, selects our 


Brand ... to that extent restores 
us to the position of a buyer of 


|commodities rather than a buyer 


of ‘labels.’ ” 

Among both premium and “dis- 
count” lines Safeway is trying to 
make its own brands price com- 
petitive and to rank as high as 


nationally-advertised brands in| 
popularity and in quality. 
Mr. Warren described three 


types of customers: 

1. Those to whom “low price | 
is the first, and sometimes the 
only, consideration.” 

2. “Those who want the low- 
est price consistent with high | 
quality. These customers are 
perfectly willing to pay a pre- 
mium for grade—but not for pro- 
motion.” 

3. Those who want quality 
first, with price “only a secondary | 
factor.” 


Rounds Out Program 


Thus, about two years ago, 


of view,” and to “create prestige 
for the company by removing the 
stigma of cheap quality 
many consumers 
chain store ‘private brands. 


99) 


Safeway does not sell its own | ‘ 


brands, quality for quality, 
lower prices. 
Although the chain continues 


at 


to “sell Crisco and other products | 
|at lower prices than the retailer 
| who 


incurs 
performs 


extra costs and/or 
extra services,’ it 


/makes “a brand promoter’s profit” | 


on its own brands 


“over and 


|above the cost of promotion.” 
(As Mr. Warren says, Safeway | 
has “telescoped the activities of | 


retailing and wholesaling, and, 
some _ instances, 

saling function”; 
self-service in all 
has eliminated 


in 
the pre-whole- 

has __ installed 
credit, 


sales were more than doubling 
between 1937 and 1946, from $382,- 


000,000 to $847,000,000, the num- | 


which | 
associate with | 


its stores and |} 
delivery | 
|and telephone-ordering. While its 


trebled, from $115,000 to $360,000, 
|in this period.) 


Explains Processing Profits 


Processing profits, he explained, 
‘have nothing to do with savings 
in costs of distribution. These 
profits are identical 
‘retained by a freestanding manu- 
facturer as compensation for risk- 
| ing his money in plants and ma- 
| chinery and for the employment 
|of his technical skill in processing. 

“There is no moral or social 
obligation to pass on these profits 
| to consumers, 


|tent that we consider 
business it may 
'of the ‘savings’ from processing 
‘operations are the results of 
avoiding the unnecessary and ex- 


it good 
be done. Most 


livery employed by competitive 
processors. Examples are found | 
in the case of bread, fluid milk | 
and dressings.” 


Safeway will not reveal the 


with those | 


though to the ex-| 


pensive methods of sale and de-| 
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represent. Its net profit, after 
taxes, however—made largely 
on the sale of such brands—more 
‘than doubled from $5,082,514 in 
1945 to $11,413,626 in 1946, and 
earnings per share rose from $1.59 
to $4.09. 

“Brand promotion,” Mr. War- 
ren emphasized in this memo- 
randum to division managers, “is 
by no means the exclusive pre- 
rogative of the manufacturer. 
|The earliest brand promoters in 
‘the food field were wholesalers 
and jobbers.” But when manu- 
facturers went in for brand pra- 
motion “they did a much more 
effective job.” 

He cited “the etormous profits 
realized by the gompanies manu- 
| facturing products such as Oxydol 
and Swan soap, Lucky Strike and 
Camel cigavets, Maxwell House 
coffee, and. Campbell soups.” 


Cites Brand Name Value 
The tangible assets of Maxwell 


ber of its stores was reduced one-| number and types of its “spon-| | _House, when acquired by General 


fourth from 3,327 to 2,428. Aver-' sored” brands, nor the proportion | 


age per-unit sales more than 


of total sales which they now 


TURN of the controls and you’ve 
tuned out every distracting message 
on the air; your own choice of pro- 


gram comes through clear-cut and full. 


Better Homes & Gardens advertising works the same 


way—for the same reason. 


Editorial content (100% 


service articles for 


homemakers) screens out everybody except the 
folks whose biggest interest in life is better 
living in a better home. 


If your product goes into homes, this means that 
BH&G gives you a clear-cut, full response from 
3,000,000 families with high family incomes. 


These 3,000,000 buy for some 10,000,000 people at 
the rate of the highest standard of living in the world 
— that of suburban-type American living. Every 


Tamats wo 
LIKE OME 


fart 


year, they buy billions of dollars’ worth of mattresses, 


radios, lamp bulbs, cars, bacon, tomato juice, screens, 


safety pins, blankets — everything an active family 


wants. 


That’s the rich, concentrated market that Better 


Homes & Gardens’ 100°% 


service screens for you. 


The same 100% service is ready to serve you by 


selling. 


How about starting in now? 


-—— 


fresh facts on SERVICE THAT SELLS 


Who knows—maybe these facts can show you the 
way to a more efficient, more up- 


to-date media 


list. If your product sells in the home market— 
and which one doesn’t?—the 
sentative has a lot of pertinent 


BH&G repre- 
data to show. 


Better Homes 


and Gardens 
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OE Over 3,000,000 
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Foods, were only $7,000,000, he 
Says, but the price paid for the 
_. | company was $45,000,000. “Thus 
ithe earning power of this brand 
‘alone was rated by buyer and 
seller at a value of $38,000,000. 
| “Without the large volume of 
|Maxwell house sales made 
'through cash and carry outlets, 
| the earning power of this brand 
' would not be nearly so great.” 

Safeway set out on its own 
brands to be “relatively competi- 
tive in money expenditure” for 
advertising. (Its expenditures 
have been estimated at $4,000,000 
annually.) 

The chain has grumbled about 
the dominance of certain na- 
| tionally-advertised brands — such 
| as Campbell soups—in their price 
| brackets. It welcomed the ar- 
‘rival in recent years of aggres- 
| sive new competitors to Coca- 


| 6 he Middle Class, 


which is the back- 
bone of every com- 
| munity, is rather the 
complete anatomy of 
| Washington, where 
| nearly everybody is 
| either on a Govern- 
ment payroll or 
catering to the lives 
and homes of Gov- 
ernment employees. 


Everybody's a cus- 
tomer in Washington. 


Buy Great Circulation 


a 
/Deurare 


Editor and Publisher 


TIMES-HERALD 262,216 
The STAR 210,256 
The POST 167,261 
The NEWS . 109,694 


as of September 30, 1946 


Times Herald 


WASHINGTON, D. C. 


National Representative 
GEO. A. MceDEVITT CO, 
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Cola. Unlike some grocery chains, ; stores in the Middle Atlantic area, 
it still sticks primarily to its | Safeway’s business is still con- 
groceries. It does not yet carry | centrated primarily west of the 
magazines, except Family Circle,| Missouri river. The chain has 
which promotes Safeway prod- | 688 stores in California.) 

ucts in its areas. (Except for 450; Simultaneously with the greater 


Reach the men whose 
“NOD” may outsell 
your best salesmen 
For 18 years Better Farm- 
ing Methods has been 
their business magazine. 
Need we say more? 

CCA Circulation — 17,000 


ase Setter FARMING 
\.\{ METHODS 


WATT Publishing Co., MOUNT MORRIS, ILL. 


development of its own “spon- 
sored” brands, Safeway has sought | 
to throw off the national adver- 
tisers’ “yoke” (AA, March 5, 
1945) by encouraging the busi- 
ness of new and smaller manu-| 
facturers. 


Policy Pays Dividends 


In 1946, the first full calendar 
year of this policy, Safeway had 
3,592 manufacturer applications 
to its 16 division headquarters— 
ranging from seven at Salt Lake 
City, 29 at Omaha and 59 at Van- 
couver to 866 at Portland, Ore., 
577 at Denver, 380 at Los An- 
geles, and 353 at New York. 

Of these, 1,040 were accepted 
and 2,552 rejected. Among re-| 
jections, more than half (1,491) 
were turned down because stocks 
of similar products were on hand. 
The second most prevalent rea- 
son for rejection (689) was “item 
would not develop sufficient vol- 
ume in Safeway stores.” 

Then, in order, came “type of 
product unsuitable for distribu- 


tion through Safeway,” 
reason indicated in reports, 95; 
price too high, 58; “formerly 
stocked and sales unsatisfactory,” 
24; package unsatisfactory, 21; 
poor quality, 9; freight charge too 
high, 7, and other reasons, 56. 

But it still got more than 1,000 
new sources of supply. 

With the help of little manu- 
facturers and little retailers—and 
considerable promotion on_ its 
own—Safeway is trying to make 
things tough for a lot of the 
major Grocery Manufacturers of 
America. 


Nickell Joins MacLaren 
John N. Nickell, formerly as- 


| sistant to the president of Cana- 


dian Engineering Publications and 
Maclean-Hunter Publishing Com- 
pany, Toronto, has joined the Mon- 
treal staff of the MacLaren Adver- 
tising Company as account execu- 
tive. F. W. Percival, director of re- 
search in the Toronto office, will 
also act as director of media. 
J. W. L. Arter continues as space 
buyer. 


“He says the little boy next door did it — his father’s a space buyer” 
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A FIRST—Dorothy-Ann's of Florida, a 

group of women's dress and accessory 

stores, won the first certificate of merit 

to be awarded by the Brand Names 

Foundation for this “best retail brand 
name ad-of-the-month."’ 


Mutual Sews Up 
. 4,8 f 
Series ‘til ‘52 

New York—Mutual Broadcast- 
ing System last week announced 
it would carry exclusively the 
World Series and All Star base- 
ball games through 195l—and 
that Gillette Safety Razor Com- 
pany would sponsor them. 

This was the highlight of a 
dinner given April 25 by Edgar 
Kobak, president of Mutual, for 
A. B. (Happy) Chandler, base- 
ball’s commissioner. 

Mr. Chandler told the dinner 
party, attended by sportswriters, 
Mutual officials and executives 
from Gillette, that baseball had 
benefited to the tune of $1,245,000 
from radio sponsorship of games 
since he assumed the commission- 
er’s role, and that the players’ 
annuity fund would be a recipient 
of future radio funds. 


Magazine Men Organize 


Magazine publishers’ represen- 
|tatives in southern California 
have formed the Magazine Repre- 
sentatives’ Association of South- 
ern California. Officers of the 
new group are Loyd B. Chappell, 
| president; H. P. Houston, Edward 
'S. Townsend Company, vice- 
| president; Robert Walker, The 
Robert H. Walker Company, sec- 
retary; Edward Brand, Brand & 
|Brand, assistant secretary, and 
|C. G. Littlefield, Blanchard-Nich- 
| ols, Inc., treasurer. 


Kay Elects Kuhbach 

George J. Kuhbach, formerly 
an account executive of Comstock, 
| Duffes & Co., Buffalo, has been 
elected a vice-president of ° Tyler 
Kay Company, Buffalo, where he 
will contact new business. 
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NO 
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NATIONAL ENGINEER 


A JOURNAL FOR POWER 


ENGINEERS 
4 So. 15th S. 176 W. Adams 
Phila. 2, Pa. Chicago 3, Hil. 
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WHAT BIG INDUSTRY BECAME 


BRAND MINDED 


IN THE PAST 6 YEARS? 


AND WHY DID 224 OF ITS MEMBERS PICK 
GOOD HOUSEKEEPING AS THE NUMBER 1 MASS 


a 
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Answer to Question No. |: The great apparel 
and textile industry, America’s second largest 
industry, an eight-billion dollar business in every- 
thing from wash frocks to black lace hoosies. 


Answer to Question No. 2: Because Good House- 
keeping’s 8,400,000 readers—plus the confidence 
retailers and consumers have in the magazine 
and its Guaranty Seal—mean more direct sales. 
A recent promotion to retailers of a Good House- 


keeping campaign brought the advertiser orders 
for more than 300,000 dresses ! 


Now YOU Answer This One: If these mew ad- 
vertisers, with a fresh point of view, picked 
Good Housekeeping first, mightn’t it pay you 
to take a fresh look at your list with Good 
Housekeeping in mind? 


Rann a FUND ore 
$" Guaranteed by. MO “ADS ARE MORE «adalat 
Good Housekeeping 
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57th STREET at 8th AVENUE, NEW YORK 19, N. Y. 


The Homemakers’ Bureau of Standards 
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Van Came sen FOODS, he quailty 0 rhe wm | 


SALES UP—Increase in use of tuna is | 
stressed in this current four-color ad- 
vertising in women's magazines and 
Sunday newspaper supplements by Van 
Camp Sea Food Co., Terminal Island, 
Cal. Brisacher, Van Norden & Staff, 
San Francisco, is the agency. 


Tuna Sales Gain 
5,000%; Van Camp 
Still Selling Hard 


San Francisco — Although its | 
canned tuna is one of the few 
food items still being pro-rated to 
retailers, Van Camp Sea Food 
Company is continuing its na- 


| 


| with what 


tional advertising full blast and) 


not only is doing a promotional 
job for the entire industry but is 
keeping the public fully conscious 
of the quality of its own brands. 
The tuna industry is still a com- 
paratively new one, for back in 
1912 
known food. A mere 75,000 cases 
were commercially packed that 
year, compared to the 1946 esti- 


it was practically an un-| 


mate of considerably more than | 


4,000,000 cases. 


And since 1922, when Van Camp | 


merged six of Southern 


Cali- | 


Western NortH Carolina 


A State Within A State” 


SALES IP in | 
Summer! 


In ASHEVILLE 


and its 20-county market, diversi- 


fied income-sources include .. . 


$50,000,000 
TOURIST REVENUE 


Ihe months just big gains 


from this EXTRA 


ahead reap 
spe nding 


Annual buying income $20 3,708 ,0¢ 
Sales Management Only thorougt 


KATZ AGENCY 


SHEVILLE} 


CITIZEN + TIMES 


aa 


fornia’s largest fish canneries and | taste for tuna, he started calling 


started to tell the world about its | on the trade and telling them how 
Chicken of the Sea and White|it could be turned into a profit 
‘Star brand tuna, its advertising item. The task was tough, be- 
budget has grown to almost $750,- | cause most stores considered tuna 
/000 a year. In all, Van Camp be- | a luxury item and priced it ac- 


‘lieves it has invested $15,000,000 | cordingly. 


in advertising these two brands. “This was just about the time 
Begun in 1912 |}about California grapefruit and a 

The Van Camp merchandising | few returning travelers told of a 
story started in 1912, when Frank | strange thistle-like Pacific Coast 
|Van Camp severed connections | vegetable called the artichoke,” 
is now Stokely-Van| said the son of the founder, Gil- | 
|Camp, Inc., 


“Tuna was just 


/some California sunshine and, in- | point east of San Bernardino.” 
Since then, the tuna pack—and 

| sales — have shown a more than 

Convinced of the great potenti-|5,000% increase and Van Camp) 


alities in cultivation of the U. S.| plays up this 35-year record in its | 
| 


\that easterners were learning) 
|came out swinging on the theme, 


major Indianapolis | bert V. Van Camp, now president | light meat of young, smaller fish. 
| food products manufacturer, and of the company. 
__ The sory om arrived in Los Angeles to soak up|about as mysterious a food any 


current consumer advertising. Inj|that the majority of housewives 
comparison, such an old-estab- | | were “one dish” tuna users, in- 
lished canned fish as salmon has) stead of employing a wide variety 
only been able to maintain sales | of dishes. Upon the basis of this 
levels of 20 years ago. | information, Van Camp launched 
Some years ago, when inferior | an intensive year’s campaign, with 
foreign packs threatened to give|full pages in color in magazine 
tuna a bad name with house-|sections of metropolitan news- 
wives, Van Camp _ advertising| papers entitled “Some like it hot 
| —some like it cold.” This appea 
“There’s no halfway quality in | still runs through Van Camp ad- 
tuna,” pointing out that the basis/vertising, for it proved a poten! 
of quality tuna, such as Van/factor in making homemaker: 
Camp packs, rests on the tender,| think of tuna for more than on¢ 
dish. 
Van Camp knew the theme <tl ; 
paying out when a wholesale | “Outserts’ Offer Recipes 
grocer protested that it was im- For many years, Van Camp also 
possible for him to unload a big | has used an ingenious machine 
stock of foreign tuna. /to attach a small leaflet or ‘“out- 
About 10 years ago, market re- sert” containing recipes, to the 
‘search by Van Camp disclosed | _top of every can of Chicken of 


Ask the Marines, who landed on 
where coral reefs ripped steel hulls, 
sank and stranded the landing craft offshore... 


coruscated surfaces tore tank treads, chewed up 


the atolls ... 


shoe leather . . 
bombs and Navy shellfire. 
found the stuff hard to work. 


Yer the young coral is a jelly-like plant that 


. crusted cliffs and shores withstood 
Even the bulldozers 


sways to every current, is easily cut, crushed or 


uprooted. Dying, it ossifies, and by slow accretion 


builds the atolls that resist sea and man. 


Curiously enough, the convolutions of live 
coral are not unlike those of the human brain... 
which likewise in time grows hardened by habit, 


crusted with custom, less pliant, more resistant. 


Coral comes high in selling, too . 


consciousness is always conservatively calloused. 


Adult conviction can stand long assault. Bulldozer 
tactics are slow and costly. Coral and customers 
are amenable only when young. 

While age holds the purse, youth has a strong 
pull on the strings. The young never stop wanting, 
never stop selling. A kid with a powerful yen is the 
Adult 


most potent sales medium that ever happened—and 


not solely for cereals, roller skates, chewing gum 
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wives the Sea or White Star tuna. More| to tuna quality, as well as the! men folks. ‘ r *\ for third. 
s, in- than 100,000,000 of these were|many ways in which it can be| Brisacher, Van Norden & Staff, Wallaces Farmer Wallaces’ Farmer, commenting 
ariety distributed each year. And when| used. In addition, we must keep | San Francisco, has handled the 'on the prize contest for metro- 
f this premiums were employed to stim- | reminding older women of the|Van Camp account for the en-| Presents Awards | politan newspapers, observed that 
nched ulate sales, the “outsert” supple-| desirability and real economy of|tire 26 years that it has been) s ‘46 e t t | “Neither farmer nor city man al- 
, With mented the national advertising | quality tuna, as they are continu- | advertising. In ontes ways knows enough about the 
sazine by featuring the premium on one ‘ally tempted by bargain sales of | —__——_ MILWAUKEE—A special plaque|other to pass judgment on na- 
news- side, with recipes on the other. inferior grades.” #H has been presented to the Milwau-|tional policies that affect the 
it hot Van Camp never lets up on the | Van Camp invented “grated | ricoseiging-senen ee kee Journal, as well as a $500/ other.” It expressed hope that 
yppea quality theme. “Before the war, , | tuna” as an added convenience | van iain of the naan award to Paul Ringler of its|the examples set by the winning 
p ad- there was a new crop of 3,000, 000 | for the housewife who uses it for | |management department of ‘Hud- staff, for publication of the best| 1946 editorials will stimulate more 
poten brides every two years,” ex-|sandwiches and salads and, with | son Motor Car Company, Detroit, | editorial “interpreting the farm| intelligent discussion of farm af- 
rakers plained Mr. Van Camp, “and the|an educational campaign, put it) succeeding R. N. Hamilton Jr.,|to the city.” The contest, cover-/ fairs in the city press. 
n one pace was stepped up far beyond | over before the war years started.| who will remain with the com- ‘ing 1946, was sponsored by Wal- ee 
this figure during the war. Be- Current national magazine and| pany on special assignments. _laces’ Farmer and Iowa Home- : : 
. fore marriage, food and its prepa-| newspaper advertising of Van | —_—_—_ stead, Des Moines. —a ane ene ; 
war azzucchi, former i- . 
a h ration are not major problems for | | Camp’s tuna brands features pri-| ‘Fleet Owner’ Moves Two other awards were made rector of Export Advertiaina ; 
p alsc most young women. Immediately | marily ‘“he-man” recipes—those | by the farm publication, with : . 4 
: rege . Fleet Owner, published by the | , E Agency and vice-president of Rob- : 
achine after, however, it is a subject of| which don’t call for hot tuna | Ferguson Publishing Company, | $250 going to E. W. Kieckhefer of | ert Ofto & Associates, has joined 7 
“out- paramount importance. Thus, we|dishes with cream sauces, which | New York, has moved its Ohio | the Minneapolis Tribune for sec-| Fuller & Smith & Ross, New York, cy 
o the have a continuing job of educat-|a consumer survey disclosed were office to 622 Carnegie Hall, 1220/0nd place, and $250 to John W.! as account executive. fe 
cen ol ing each year’s new crop of brides becoming unpopular with the Huron Rd., Cleveland 15. | Hillman of the Indianapolis News a a 
Gets Shoe Account 


Greg-Lee Shoe 

Providence, R. I., manufacturer of 

women’s and children’s shoes, has 
a named deSauve-Pine & Asso- 
ciates, Providence, to handle its 
advertising. Shoe trade publica- 
tions will be used. 


Company, 


or bicycles! Bobby soxers make movie stars, high more all-family readership. Or more readers— | 


schoolers start styles, daughters change mothers’ —_ because the comics books are passed around until 


dresses and diets... Teen-agers touch off the — they are literally worn out. 


decisions to buy oil burners and new living room At about one-third the cost per thousand of 


furniture, cast the conclusive vote for the new car, general periodicals 


the comics magazines are not 


new address, television set, foreign tour. You sell only a buy on any national advertiser’s budget, 


anything sooner if the younger set is on your side. _ but plus power on any national schedule, without 


plussing the appropriation. 


While all advertising affects young people, the 


direct approach is the most effective ... possible 

through a major youth medium. . . comics books. Musr you buy all the comics books? Heaven Chen ae 
These continued stories in colored pictures forbid! Just buy the best—National Comics Group! nok oun 3 Louis Los Angele 

and print are today’s most popular periodicals... . with more than 8 million circulation (ABC), so" an 


have approximately 50 million circulation each reaching nine out of tencomicsreaders—with better 


trong month, reach 90% of the 14 million US homes _ titles, better stories, and the supervision by a group JOH K 

iting, with children of eight to twenty years of age—and _ of leading psychologists and educators... Youcan 

is the 40% of the adults in those homes! (Good parents — learn about THE NATIONAL COMICS GROUP BLAI a 
and like to know what their children read—and often __ by calling Richard A. Feldon & Co., Inc., National & COMPANY 
gum what happens next issue!) Few magazines have _ Representatives, 205 E. 42 St., New York 17, N.Y. eee NS me 
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WKYW to Burn-Smith 


Burn-Smith Company has been 
appointed national advertising 
representative of Radio Ken- 
tucky, Inc., operator of Station 
WKYW, Louisville, effective 
May 1. 


K . 
Qo” We 
Perron 


‘Junior, you better listen to more of those 
fights over WFDF Flint before you take 


meon.” 


Sunway Offers 
First Premiums 
in Test Campaign 


Cuicaco—For its initial 1947 
campaign, Sunway Fruit Products 
here is breaking a 25-cent pre- 
mium offer through four-color 
half pages in newspaper comic 
sections in six U. S. cities. The 
offer marks the first time that the 
Sunway company has used pre- 
miums. 

The test series offers a charm 
bracelet with a lucky horseshoe, 
which may be had by forwarding 
25 cents to Sunway. They will 
send the bracelet plus a certificate 
‘good for five full-size packages 
of Freshie, a dehydrated beverage 
base, regularly selling for five 
cents per package. Test copy is 
appearing in Augusta, Ga., Bir- 
mingham, Ala., Grand Rapids, 
Mich., Lima, O., St. Joseph, Mo. 
and Wichita, Kan. In previous 
campaigns the company has used 
black-and-white newspaper copy 


plus some _ four-color 
newspaper supplements. 

In addition to the bracelet with 
its 


copy in 


single charm, the company 
also promises that it will show 
coupon senders how they may 


garner a braceletful of charms. 

Sorensen & Co., Chicago agency, 
said that Sunway is using pre- 
miums as the beginning of a 
more aggressive sales campaign 
aimed at a more competitive mar- 
ket. 


Worcester Salt Names 2 


Charles D. Cuffe, sales manager 
of Worcester Salt Company, New 
York, has been appointed vice- 
president, succeeding E. H. Pen- 
dleton, who has retired. Richard 
W. Pendleton has been named 
sales manager. 


G-E Promotes Lagatella 

Richard M. Lagatella, represen- 
tative of the household refrig- 
erator division of General Electric 
Company in Cleveland, has been 
named sales manager of the Cin- 
cinnati branch of General Electric 
Appliances, Inc. 


“Women’s Wear’ Starts 


+Three-Media Campaign 


Women’s Wear 
York, a Fairchild publication, is 
using college papers, publisher’s 
media and direct mail to educa- 
tional institutions in a three-fold 
campaign to emphasize the im- 
portance of the women’s fashion 
industries. Copy aims to interest 
college students in fashion ca- 
reers; promote greater attention 
to these industries in the con- 
sumer press, and stimulate educa- 
tion of new skilled workers for 
the needle crafts. 

A series of 10 300-line adver- 
tisements, written by a college 
student, will appear once a month 
(except during the summer vaca- 
tion season) in each of the 49 daily 
college papers of the United 


Daily, New 


States; aseries of 13 or more pages | 


will run twice monthly in Editor 
& Publisher, and reprints of five 
articles already published by 
Women’s Wear stressing the need 
and opportunities for skilled 
needle workers in the fashion in- 
dustries has been mailed to state 
directors of vocational education, 
needle trade schools, fashion de- 
signing and textile schools, etc. 


... Where you get more for your money 
with the largest Daily and Sunday 


circulation in Journal-American history! 


NEW YORK JOURNAL-AMERICAN 
6-MONTHS CIRCULATION 


(for 6 Months Ended March 31, 1947) 


Daily and Sunday, mounting demand for the New 
York Journal-American has built its circulation to a 
new, all-time high. 


Nearly a million and a quarter 


on Sunday with more than a million in the city and 
suburban zone. More than 700,000 daily and 96°/, 
concentrated in the same, rich, metropolitan area. No 
special promotions. Just plain day-by-day demand. 


eJournal 


So: 
SAN AMERICAN Hf PAPER TORY RL 


A HEARST 


NEW YORK 


In making your advertising plans, in setting your sights 
on 1947 sales, can you afford to overlook the largest 
evening newspaper audience ever offered to a New 
York advertiser? ...and a concentrated Sunday 
circulation among more than a million metropolitan 
families? Think of these figures . . . think of this cover- 


age when you place your advertising in New York. 


NEWSPAPER 
NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 


Public Service 


, 


Ad Program Enters 
Its Sixth Year 


NEw YorK—This first week in 
May marks the fifth anniversary 
of the use of advertising by busi- 
ness and industry to promote pub- 
lic understanding of public prob- 
lems, the Advertising Council 
points out. Five years ago, the 
Secretary of the Treasury ap- 
proved plans for the use of all ad- 
vertising media to promote the 
sale of U. S. savings bonds. 

During the war, American busi- 
ness devoted more than $1 billion 
worth of time and space it more 
than 100 public service cam- 
paigns, and business is still giv- 
ing advertising space and radio 
time to public education in the 
amount of $100,000,000 annually, 
Charles G. Mortimer Jr., council 
chairman, reports. 

The council considers its cur- 
rent “most dramatic and_ far- 
reaching campaign” is the Ameri- 
can Heritage drive, scheduled for 
national attention in the fall. De- 
signed to “reaffirm American 
principles of democracy and lib- 
erty,” it is allied with the Attor- 
ney-General’s plan to send a 
“Freedom Train” through the 48 
states. The train will carry a col- 
lection of the basic American 
documents, such as the Constitu- 
tion and the Declaration of Inde- 
pendence. 

Its “two most spectacular cam- 
paigns, in terms of concrete re- 
sults,” the council reports, are the 
sale of savings bonds and the 
drive to reduce traffic accidents, 
in a joint campaign with the Na- 
tional Safety Council. 

Other current campaigns in- 
clude Fight Tuberculosis, Teach- 


ers’ Prestige, Forest Fire, Army 
Prestige, Nurse _ Recruitment, 
World Trade, Red Cross and 
Housing. 


Avisco Booklet Details 
Consumer Service Plan 


In a brochure entitled “Build- 
ing Consumer Preference for 
Rayon,” American Viscose Cor- 
poration, New York, producer of 
Avisco rayon yarn, is reporting to 
its trade outlets on a consumer 
service program reaching the 
public through schools, women’s 
clubs, press and radio. 

The company reaches’ 88,000 
teachers and 3,000,000 students 
yearly; 12,000 women’s clubs and 
1,220,000 club members, and was 
responsible for about 1,500 radio 
broadcasts and 22,000 newspaper 
articles in 1946, the brochure re- 
ports. The company estimates it 
distributed upon request, during 
1946, 12,000,000 copies of inform- 
ative leaflets on rayon, many of 
which are used in stores for cus- 
tomer service and employe train- 
ing. 


Andrews Names Kenyon 
Howard Kenyon, advertising 
manager of LaPlant-Choate Com- 
pany, Cedar Rapids, lIa., has 
joined Andrews Agency, Milwau- 
kee, as vice-president and account 
executive, effective May 


Scriven Opens Agency 

Leonard Scriven, 
free-lancer before the war, has 
opened an advertising agency 
under his name in Pawtucket, R. I. 


COVER THE QUALITY MARKET 


OF CHICAGO... 


advertising 


Stagebill is read by an 
average of 55,000 theatre- 
goers each week, over 
2,500,000 annually. 


Send for Booklet 
“Chicago is the Second 
Lorgest Theatre 
Market 


= 


CHICAGO STAGEBIL 


540 NORTH LA SALLE STREET * CHICAGO, 10 
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Soap Opera's Sire Sells 
Cigarets with Sobs 


Life of 'Lagniappe' 
Pays Ray Morgan 
Extra Dividends 


By LAWRENCE M. HUGHES 


NEw York — We went over to 
Mutual Broadcasting System’s 
headquarters here to interview | 

‘Raymond R. Morgan on the occa- 
sion of Philip Morris cigaret’s 
invasion of five-a-week daytime | 
radio (“Queen for a Day” and 
“Heart’s Desire’), and emerged 
with an acre of California. 

Our acre is one of 2,000 which | 
Ray owns as the Rancho Dos Pal- 
mos, two and one-half miles from 
the Salton Sea and 250 feet below 
sea level. The climate is dry and 
salubrious, said Ray, and in sum- 
mer the thermometer sometimes 
goes to 138. Actually, the ranch 
is shrinking a bit, because he has | 
given an acre to each of 25 movie, | 
radio and advertising agency peo- 
ple, and AA. | 

The desert is 
four oases. 


interrupted by 
When he isn’t put- 
ting hope into the breasts of 
America’s womanhood and col- 
lecting box tops, Ray grows date 
palms there. 

Our acre is not in an oasis. The 
taxes on it, Ray said, will be about 
$2 a year. 


A Lot of Jobs 
“Queen” and “Heart’s Desire” | 
are broadcast over Mutual —the 


former sponsored jointly, 15 min- 


utes each, with Miles Labora- 
tories. Morgan also created, with | 
Tom Breneman, “Breakfast in 


Hollywood,” sponsored on ABC 
by Kellogg and Procter & Gamble. | 
Between times, he is president of 
Raymond R. Morgan Company, 
Hollywood advertising agency, and 
is West Coast representative of 
Goodkind, Joice & Morgan, Chi- 
cago agency. 

Our acre springs from a living 
and selling psychology which has 
actuated Ray Morgan ever since, 
36 years ago, he first got the Ford 
sales agency in his native Sonora 
(pop. 1,500) for Tuolomne County, 
Cal., at the age of 16. 


Has Own Formula 
He calls the principle lagniappe. 
In our memory of French, that 


means a bit of a bonus. Thirteen 
to the dozen. Bread on the waters. 


RELIABLE 
TRANSLATION 
SERVICE 


= SPANISH 

AN —\_ _—s- PORTUGUESE 
gg 

oh? @ wees 


Your Spanish and: Portu- 
gvese must be correct, 
authentic and reliable to ) 
do the right job in Latin 
America. The services of 
our well-qualified and 
capable translation. de- 
partment are available 
to you. Industrial copy a 
specialty. Send material 
requiring translation. 
Quotations will be sub- 
mitted promptly. 


EL TALLER MECANICO MODERNO 
,- MECANICA MODERNA 


431 MAIN STREET © CINCINNATI 2, OHIO 


Or, quoting Morgan: “If you want 
to get, you should give. To have 
a friend, you must be a friend. 
Talk about people, not products.” 

The Sire of the Soap Opera, 
six-foot-four Ray Morgan has be- 
come the Baron of Box Tops. 
From the hopes and tribulations 
of America’s womanhood, he 
draws more mail than Sinatra. A 
single “Queen” broadcast at Madi- 
son and State in Chicago was 
witnessed by 200,000. . . 

Ray’s father was a flour sales- 
man covering three Sierra Nevada 
mountain counties. The Gold Rush 
had long since ended. Business 
was quiet. The elder Morgan’s 
top monthly 


income was $150. | 


| There may be a moral somewhere 


in the fact that Sonora had 37 
saloons and only three churches. 


Mr. Ford Gets a Dealer | 
| 


At any rate, Ray found himself | 
at an early age selling The Satur-| 
day Evening Post. There was a’ 
sort of inverted lagniappe in this. | 
If he sold more Posts than a lot of 
other boys he would win a Shet-| 
land pony. He didn’t win the pony | 
but by the time he was 16 he had 
sold enough to save $800. 

He sat down at his dad’s type- | 
writer and wrote to the late Henry | 
Ford. He would like to be the 
Ford sales agent for Tuolomne 
County. Before long, a Ford rep- 
resentative arrived on the some- 
what decrepit Sierra Railway 
from San Francisco, 135 miles | 
away, brushed himself off, and | 
told the youngster that he could | 
have the county franchise if he 
could dig up the price of two! 
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and his $800, he borrowed the 
rest from a bank. 


Off to College 


The country was mountainous 
and the roads bad. But, by 1911, 
Sonora was beginning to succumb 
to the motor car fever. Morgan 
introduced lagniappe. He had to 
go to San Francisco anyway to 
pick up the cars. So he told pros- 
pects: “If you'll buy a Ford, Ill 
take you to San Francisco, give 
you a good time, and teach you 
how to drive.” The customer was 
| out only the price of the car. 

By the time Ray entered the 
University of California at Berk- 
eley, in 1913, he was making 
$2,000 a month. Majoring in eco- 
nomics, he was graduated in 1917. 
His agency was then selling 300 
cars a year. Absentee ownership, 


SOAP IMPRESARIO —Raymond R. 

Morgan dons 10-gallon hat on New 

York visit to prove that date-growing 
has compensations. 


however, had created labor and 
Fords at $865 each, or $1,730. other problems. He sold _ the 
On the strength of Ford’s offer Sonora Ford agency and, with a 
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These are the Publications 
Alert Advertisers are using 


» TO SELL THE NATION’S 


} 


he Sx aid Sees! | 


The stakes are big—and so is the territory! Visualize it. . . 


a 19-state area, bigger 


than America’s three older industrial sections combined! Unlike the compact North, East and 


Midwest, the nation’s newest economic frontier is a land of distances, of longer sales jumps. 
Therefore, advertising’s end of the Southern sales job is infinitely bigger, tremendously more 
important. It is evident that the job cannot be done with spotty circulation. In the South and 


Southwest. the five W. R. C. 


SMITH regional publications provide comprehensive coverage of 


five specific billion-dollar markets. /. Automotive. 2. Power and Industry. 3. Electrical. 
4. Hardware and Farm Equipment. 5. Building Supplies. In these respective fields the SMITH 
PUBLICATIONS, with their overwhelmingly dominant circulation, are your basic media—your 


direct route to the greatest 


number of the most important buying influences in the South and 


Southwest. Here where America’s most tempting sales opportunities exist, the W. R. C. Smita 
PUBLICATIONS produce outstanding results. Let them produce outstanding results for you! 


Southern and Southwestern expansion, 
heavily accelerated by the war, con- 
tinues to pace the nation . . . more 
than 3,000 new industrial plants and 
major plant additions during the past 
two years . . . 34.3% of America’s 
total gain in electric output over the 4-year period 
1943-1946 . . . 31% of the nation’s automotive sales 
... better than a third of the nation’s construction 


during 1946, Percentage gains in per capita income 
and increase in retail sales maintain top position. 
Whatever your index of business activity it inevi- - 


* 


tably points Southward! For sales now 
and in the years to come—see that 
your advertising sets you solid with the 
South and Southwest today! NOW is 
the time to cultivate aggressively this 
rich, “coming” market! 


W.R.C. SMITH PUBLISHING COMPANY 


GRANT BUILDING ¢ ATLANTA 3, 


GEORGIA 


Further information on any or all of the markets covered by 
the W. R. C. Smith Publications will be furnished on request. 
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partner, became Packard agent at 
Visalia, 
Valley. 

With America’s entrance into 
World War I, he joined the Navy 
as a gob. Four years later, he was 
discharged as a j.g. lieutenant. 
Meanwhile, Packard’s switch to 
war production had wiped out his 
business and his capital. 


Starts with Agency 


The San Francisco Examiner 
was offering free ads for service- 
men. Ray Morgan inserted one, 
seeking a job with an advertising 
agency. He didn’t know much 
about ad agencies, but he liked to 
write. He thought that advertis- 
ing agencies were more concerned 
with writing than selling. 

The Cahill Advertising Com- 
pany, San Francisco, hired him at 
$100 a month to wrap electros, 
run errands and perform general 
miscellany. Ray ended his career 


down the San Joaquin | 


there in 1926 as a vice-president. 
With Cahill, he witnessed the 
early mushroom growth of the 
radio business and decided to get 
into it. 
Radio Corporation, San Francisco, 
and soon was selling his own sets, 
at $250 and more each, to the bet- 
ter stores, such as Sherman, Clay. 
His volume, at factory prices, 
reached $700,000 a year. 


Starts Radio Station 


But competition was too keen. 
Everybody and his brother turned 
out to make a killing with radio 
sets. Ray entered his office one 
morning to face a flood of can- 
cellations. 
supply orders fast enough, and 
went broke with a bang. 

Ray still had faith in radio. 


manager of Macmillan Petroleum 
Company and before long had sold 
Raymond S. Macmillan on the 


He formed the Marathon | 


He couldn’t cancel his | 


He | 
went down to Los Angeles as sales | 


idea of building a radio station, 
to sell gasoline. 
called KMPC after the initials of 
the oil company, was. erected 
above a new and rather gorgeous 


filling station at Wilshire and 
Camden. Macmillan was its only 
sponsor. For 16 hours a day, the 


station talked Macmillan. 

The station had eight attend- 
ants, but for some months sales 
averaged only about 200 gallons a 
day. Then came some lagniappe. 
Morgan got the idea of offering a 
free budget book to anyone who 
would drive in. No purchase was 
required. Morgan made the first 
announcement. 

The first budget-book seekers 
were Film Star Norma Shearer 
and her producer-husband, Irving 
Thalberg. The Thalbergs and a 
lot of others became customers. 
Soon the station was selling 2,000 
gallons a day. 


“T’ve no faith in adjectives,” 


This 100-watter, | 


Ray explained. 


gasoline — power, economy, etc.— 
and every company says all five. 
But lagniappe. . !” 


He was also sales manager of | 


KMPC then. But people laughed 
at the idea of buying time on a 
radio station. Morgan and Mac- 
millan had an argument about it, 
and Morgan found himself fired. 


It’s Radio Again 


Another Morgan maxim: “If 
you want to succeed, get fired.” 
Necessity brings out your hidden 
qualities. 

In Los Angeles he found a not- 
too-vigorous advertising agency 
called Earnshaw-Young. He told 
them that he would bring them 
business for half of the agency’s 
profits. They were more than 
willing. 

Then he got to thinking about 
things which interest people and 


@ SOUTHERN AUTOMOTIVE JOURNAL with 23,500 cir- 


tered motor vehicles. 


and Southwest. 


culation blankets the Southern and Southwestern automotive 
trade—distributors, jobbers, dealers, garages, large service 
stations and fleets. In this area are located 32% of the na- 
tion’s automotive outlets, serving more than 9 million regis- 


@ SOUTHERN HARDWARE’s circulation among hard- 
ware dealers of the South is not approached by that of any 
other paid-circulation hardware paper. Its Farm Equipment 
section reaches practically every farm implement dealer in 
the region. Circulation more than 11,000. 


@ ELECTRICAL SOUTH, with 11,000 copies monthly, 


covers practically all the important appliance distributors 
‘ and dealers, utilities and contractors throughout the South 


@ SOUTHERN POWER AND INDUSTRY reaches the 
buying power in all important industrial, utility and large 
service plants throughout the 19 Southern and Southwestern 
states. 15,500 circulation in more than 10,000 plants. 

@ SOUTHERN BUILDING SUPPLIES reaches every sub- 
stantial lumber and building material dealer of record, the 
wholesalers and others serving the field in the 19 Southern 
and Southwestern states. Circulation, 9,500. 


TEXTILE INDUSTRIES 
is the W. R. C. 


Smith National Publication 


—which provides superior coverage 
of America’s second-largest indus- 
trial market. It is the Production 
and Management Journal of the Tex- 
tile Manufacturing Industries—cot- 
ton, woolen and worsted, silk and 
synthetics, knitting, dyeing and fin- 
ishing. It has the largest mill circula- 
tion in the United States of any tex 
tile publication. 


“There are only, 
five things you can say about a 


39 


make them respond. He decided 
that most people like detective 
stories. He persuaded William 
Slavens McNutt and Grover Jones, 
friends who were in the big 
money as writers for Paramount, 
to write him a radio detective 
series, for free and for fun. They 
wrote “The Adventures of Detec- 
tives Black and Blue.” These 
sleuths were too dumb to catch a 
crook, but somehow or other they 
always managed to show up with 
him. 

| And then came lagniappe, for 
kids. Ray arranged to buy lim- 
| ited quantities of detectives’ visor 
‘caps, finger-print outfits, magnify- 
|ing glasses, toy guns. He pre- 
sented the plan to Folger coffee, 
San Francisco, who agreed to try 
|/it on the CBS Pacific Coast net- 
| work. The cap, Ray said, was the 
| first air-offered premium. De- 
|mand for it used up all the blue- 
/and-white gingham on the West 
|Coast. That was in 1929. 

| ‘Chandu’ Gets Started 


| People are superstitious. They 
|are interested in magic. In 1930 
Morgan conceived “Chandu the 
Magician.” He sold it to White 
King soap, Los Angeles. It ap- 
|peared on CBS Pacific, Morgan 
|claims, as the first five-a-week 
|radio serial. The offer was magic 
| tricks. The program was so suc- 
cessful that he went East and sold 


| it also to Beech-Nut Packing 
| Company. 
“Chandu” was aired on five 


| Eastern stations, offering a kit of 
|tricks to anyone mailing in five 
| Beech-Nut gum wrappers. In one 
| week, 86,000 requests for it were 
/received. The nation’s magic trick 

supply was exhausted. Morgan 
| persuaded a defunct clothes-pin 
/manufacturer in Asbury Park, 
|N. J., to reopen his factory for 
| magic kits. 


Other Phenomena 


| The depression which swept the 
|rest of the country somehow 
missed Folger, Beech-Nut and 
Raymond Morgan. He begat more 
shows. Another peak in the Mor- 
gan career came in 1937 when he 
launched, for Folger, a program 
‘called “Tonight’s Best Buys” 
This was a_ glorified rummage 
sale. Listeners phoned in, de- 
scribing articles they had for sale, 
and Announcer John Nelson rat- 
tled them off at 458 words a min- 
ute. Six stenographers at KNX 
Hollywood, typed out names, de- 


ur ad © KF. S. 


From Comic Strip Sketch 
courtesy King Features Syn- 
statuette of 


lovable Jiggs. 


Skill at carving, economy 

of mold making, and ingen-. 
uity in reproduction add 

up to Multi's specialized 
ability to “do a job" on 
your trade-mark, featured ad 
character, sign or display. 


MULTI PRODUCTS, INC. 
CHICAGO &, ILLINOIS 
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scriptions and prices. The first 
night’s deluge of calls put three 
telephone exchanges out of order, 
burned out the generator which 
operated the busy signal and 
caused the telephone company to 
withdraw its facilities. After in- 
stallation of special lines, the next 
program drew 167,000 attempted 
calls in 15 minutes. 

Folger coffee sales rose 16%. 

There were other phenomena 
of the °30’s—such as Morgan’s 
success in selling graves in For- 
est Lawn Cemetery, Glendale, by 
inviting people to see a reproduc- 
tion there of Michelangelo’s 
“Moses” with a chip out of his 
knee—but Ray Morgan is more 
concerned with the present Roar- 
ing *40s. 

Brightening Women’s Lives 

He decided in 1940 that the life 
of the average woman is dull. “If 
I do something for her,” he rea- 
soned, “then she’ll do something 
for me.” So he decided to invite 
a lot of women to breakfast at a 
smart restaurant, Sardi’s in Holly- 
wood. Given a free breakfast, or 
an offer of a free breakfast, and 
the women would buy the prod- 
uct. 

When he and Tom Breneman 
did the first show on KFWB 
(Sardi had agreed to furnish 
breakfasts at $1 each) they 
weren’t sure which product it 
would be. In a week they got 
8,000 letters. They were buying 
60 breakfasts a day. The thing 
was getting expensive. 

Ray had hoped to sell “Break- 
fast at Sardi’s” to the Franco- 
American Baking Company, Los 
Angeles. Fortunately, this com- 
pany didn’t like it. Today the pro- 
gram is sponsored by Kellogg and 
Procter & Gamble over 330 ABC 
stations. It boasts a Hooperating 
of about 7, which keeps it up in 
the Top 10 daytime shows. 


A Simple Format 


Each woman guest gets a cor- 
sage and one woman a wishing 
ring. The oldest woman present 
gets an orchid. In addition, Brene- 
man and Morgan send an orchid 
by air express to every woman 
in the country who becomes 100 
years old—about 30 orchids every 
day. 

The format of the show is 
simple: Just Breneman being silly 
and keeping the girls happy. The 
name was changed in 1945 to 
“Breakfast in Hollywood” because 
Sardi’s, New York, threatened 
suit. Morgan and, Breneman 


Print it in 
the West 
FOR WESTERN 
DISTRIBUTION | 


%& Los Angeles 


Flying us the copy, layouts, mats 
or plates saves time and money 
when you have anything to print 
on newsprint . . . black, color or 
process colors . . . fast, modern 
rotary presses. Our capacity 1s 
limited only by temporary paper 
restrictions. Samples and prices 


on request 


Rodgers & 
McDonald 


Publishers, Inc 
Rotery Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 


bought themselves a restaurant in 
Hollywood. It now employs 164 
people and grosses $1,000,000 a 
year. 

“I’m glad,’ Morgan said, “that 
the baker didn’t buy this show.” 


A Queen Is Born 


He turned his thoughts anew to 
the poor housewife. There are, 
he believed, “two infallible leg- 
ends—Santa Claus and Cinder- 
ella.”” He decided to do something 
about Cinderella. ‘‘We’ll pick one 


woman and give 

she desires.” 
“Queen for a Day” was launched 

on MBS in April 1945. A woman, 


her everything 


chosen from the audience, is 
granted any wish that can be 
gratified within 24 hours. The 


show was first broadcast from New 
York. The first winner wanted to 
sleep on top of the Empire State 
building. The second winner 
wanted to ride a camel down 
Fifth Ave. wearing a $6,000 silver 
fox coat. The smell of the camel 


ruined the coat. 

“Queen” now pays out about 
$700 a day, $3,500 a week in mer- 
chandise at wholesale prices. At 
retail, it would cost about twice 
as much. The show has drawn 
record crowds at Madison Square 
Garden, New York, in Cleveland, 
Minneapolis, Chicago and else- 
where, and is now broadcast be- 
fore 1,500 women in the Earl Car- 
roll Theater, Hollywood. Women 
start lining up there three hours 
before broadcast time. 


| 1,310,000. 


Ce ee 
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This year, Ray invoked the Cin- 
derella theme again, this time for 
listeners, with ‘“Heart’s Desire,’ 
tested in Ventura and Santa Bar- 
bara, Cal. Listeners were asked 


to write in their own or others 
heart’s desires. It pulled 4,000 
letters in one week. He sold Ed 


Kobak, Mutual’s. president, o1 
putting it across-the-board, with- 
out sponsorship. 

In one week ‘“Heart’s Desire’ 
drew 70,700 letters; in five weeks, 
Even though some of 


Collier’s Stakes Out 
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Mutual’s major stations are not 
yet carrying it, the show now 
averages 100,000 letters a week. 
Philip Morris started blowing 
smoke rings around women’s de- 
sires, half an hour daily, five days 
a week, through Cecil & Presbrey 
agency, on April 21. PM also took 
over the second 15-minute half 
of “Queen” on that date, through | 
C&P. 

Four hundred women come to, 
Breneman’s restaurant daily for 
“Heart’s Desire.” On each table 


is a pile of 1,000 unopened letters | 


from listeners. Before the pro- 
gram starts, they are asked to open 
as many as they can and, if they 
find an interesting letter, to hold 
up their hand. The letters are 
judged quickly. On pickers of in- 
teresting letters are pinned a red 
heart. One Cinderella per broad- 
cast. 
Not a Good Listener 


The women love it. Next to 
winning themselves, they want to 


have a hand in helping others 
win. 

A girl in Wenatchee, Wash., 
writes a neighbor, wants a blue 
dress for her graduation, but can’t 
afford it. Does she get it? Not 
only that but she gets the very 
same blue dress which Shirley 
Temple wore in “Little Miss Mar- 
ker.” 

Raymond R. Morgan doesn’t sit 
in on these shows. He doesn’t 
even listen. He turns the platters 


of them every night, just to be 


sure that Cinderella is still being 
gratified and all’s right with the 
world. 

Then he flies down to Rancho 
Dos Palmos in his private plane 
to see about the dates. 


Daniel Heath Moves 


Daniel S. Heath, formerly with 
Kiesewetter, Wetterau & Baker, 
New York, has joined Berming- 
ham, Castelman & Pierce, New 
York, in charge of space and out- 


| door buying. 


... Lhe Age of Acquirement 


Gf 


i SE RS ined 
4 ‘ 


For advertisers who think ahead, Collier's 
stakes out America's richest market... 
the 25to 45 year age bracket... the "Age 
of Acquirement."’ These men and women 
in the prime of life... establishing homes, 
acquiring possessions... know what they 
want... are anxious to buy. And the 


“buying plans" of Collier's readers are 


ambitious ... well above those of the 
average buyer... a fact recently 
brought to light in a nation-wide survey 
made by The Psychological Corporation. 
To obtain your share of this profitable 
market costs less... through Collier's 
...than through either of the other 


“Big 3°’ weeklies. 


Your Budget Buys 
Deeper Market Penetration 


The lower cost of a Collier's page... the lowest of 


ma the "Big 3" weeklies ... puts better continuity within 


sertions .. 


national coverage. 


Collier’s reaches the men and women who buy. 
Among the “Big 3°’ weeklies, Collier's families have 
the greatest percentage of men and women in the 


“Age of Acquirement’’... the 25 to 45 year age group. 


. more impressions . 


reach of the average advertiser. It means more in- 


.. More weeks of 


Greater Consumer 
Concentration 


IN 1865... 


Greenville founding fathers 
established our city limits 
at 1% mile radius. There- 
fore, the official population 
is only listed at 34,734. 


yet, 

123,000 PEOPLE 
LIVE WITHIN 
10 MILES OF 
DOWNTOWN 
GREENVILLE 


GREENVILLE 
Retail Sales 
$51,516,000 


Natural trading center for 


South Carolina’s leading 


market 


Sreenctily % 
GREENVILLE PIEDMONT 
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Two Join Romer Agency 


Newton Hockaday, formerly an 
associate editor of -Time, and 


s 
Quality Products 
David F. Pierce, who was edi- d Ad R | if 
Apthur in Tokyo, have jommed tho |G eqguiarily 
copy staff of Romer Advertising, 
Help Jantzen Sell ‘has distributed and advertised 
/nationwide, he said, the manufac- 


Washington. 
SEATTLE—Consistent advertising | turer has spent more money ad- 
through the years and merchan-  Vertising than all its competitors 


dise of dependable quality are Combined. And as part of its 
two prime factors that have built | Continuing promotion, according 
Jantzen Knitting Mills, Portland, | to Don oo sales ge rage 
into a position of national leader- | ™@nager of the company, It W1 


ship invest close to $1,000,000 in ad- 


| The importance of those factors | — this year, an all-time 
i 


|was stressed by Ray Andrews, | 
‘account executive with Botsford, 
'Constantine & Gardner, Portland 
|agency which has handled Jant- 
| zen advertising from the outset, 
'in a talk before the Seattle Ad- 
| vertising and Sales Club. 

In the 27 years which Jantzen 


Write for information on 


e2€-5S7/ 


if-adhesive displays 


SIMON ADHESIVE PRODUCTS CORP. 
220 Fifth Avenue, New York I, N.Y. 


Starting in 1910 as a_ small 
|/manufacturer of heavy sweaters 
and hosiery, Jantzen brought the 
first form-fitting swim suit on the 
/market in 1916, spreading gradu- 
-ally throughout the Pacific Coast 
| area. 


Starts National Advertising 


In 1920, Mr. Andrews recalled, 
ithe company adopted the slogan, 
“The suit that changed bathing to 
| swimming,” and spent $15,000 for 
\its first national advertising. The 
/company lost $21,000 that year— 
but it came right back with more 
/advertising that built volume to 
the point where the company pro- 
'duced a better suit for less than 
half the former price. 

One of the early gimmicks that 
helped identify the company and 
| build business was the diving-girl 
| sticker, which Mr. Andrews calls 
'“one of those lucky breaks in ad- 
_vertising.” The stickers were de- 
‘signed to go around the edge of 
'window displays. Some of the 
| Jantzen salesmen stuck them on 


who demand the finest in reproduction. their auto windshields, and the 


|public soon wanted to know 
CAMO ONLEYY 3 


where it could get some, too. The! 
PHOTO ENGRAVERS OF QUALITY 


As proud as we are of 


the certificate of merit bestowed 


upon us by the New York Museum of Science and 


Industry in recognition of “Outstanding Achieve- 
ment” in the field of Photo Engraving, we bold even 


more valuable the praises of a satisfied clientele 


company distributed millions of | 


'mand ultimately became so great | 
| that they were sold in five-and- 
' ten cent stores. 

In 1926, Jantzen started build- 
|ing up foreign trade and the com- 


547 SOUTH CLARK STREET, CHICAGO + WABASH 6284 Dany now has Plants in Canada, 


diving-girl stickers, and the de-| produce ski clothes. 
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CHEESECAKE FOR DESSERT—Juanita Schreiber models the newest in Jantzen 
swim suits at a luncheon meeting of the Seattle Advertising and Sales Club, 
where the company's executives told how advertising helped build national 
distribution. Front row, behind the table, are E. T. Martin Jr., Outdoor Adver- 
tising, Inc.; Don Kennedy, ad manager, Jantzen Knitting Mills, Portland, Ore.; 
Beale McCullouch, president of the club; Ray Andrews, Jantzen account execu- 
tive with Botsford, Constantine & Gardner, and John Wood, art director, Erwin, 
Wasey & Co., Seattle. Back row (left) are Frank King, Botsford, Constantine 
& Gardner, and Royell Friend, sales egg manager of Frederick & Nelson, 
Seattle. 


goes out with a new product un- 
less advertising precedes him. 
The Jantzen ad budget is set 
up on the basis of anticipated 
“and we've never had to 


England, Australia and Argentina. 

The company, which at one 
time gained its major volume 
from highly seasonal swim suits, 
now has built up other lines | sales, 


which provide year-round sales.| cut the budget,’ Mr. Andrews 
Sun clothes, ski togs and other said. National magazines have 
sports clothing are important di- been used primarily, with out- 


door advertising “as a powerful 
supplement.’ Color is used ex- 
tensively. 

To show adclub members the 
current fashions in swim suits, a 
group of girls from the Dorothy 
Ferrier model agency donned the 
newest from Jantzen for a close 
once-over by the sales and ad- 
vertising executives. 


visions of Jantzen Mills, and the 
company is now completing a new 
plant in Vancouver, Wash., to 


Advertising is closely tied in 
| with merchandising and point-of- 
| Sale promotion, Mr. Andrews said; 
‘none of the eight Jantzen divi- 
sions has been established with- 
out advertising, and no salesman 


IDENTIFICATION J 


BRAND PRODUCT 


the only AD... 
the only COLOR on the page 


Register your ‘Brand Product Identity’’ through the pages 
of The Woman... over 58% of the readers are housewives— 
40% are home owners—51% are in the 18-25, 25-35 age 
group—over 52% are in the $3,000 and over income group: 

Reach this top buying group with a billboard in their 
favorite magazine—The Woman. NO OTHER COLOR—NO 
OTHER AD—NO COMPETITION ON YOUR PAGE. 

Guaranteed circulation 400,000 A.B.C. e 
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WITH WOMAN'S DIGEST 


* To: FARRELL PUBLISHING COMPANY, 420 Lexington Avenue, New York 17, N. Y. 


Gentlemen: Please send me complete B.P.!. data. 


eee e# 
- 
Q 
3 
° 


Adi 


loca. 
pari 
way 
man 
sion 
“the 
will 
coop 
char 
pape 
Tc 
sale: 
offer 
$75 
turn 
diffe 
ucts 
ritor 
has 
feat 


Da 


dire 
joing 
aS a 
— 


—— 


U. 


= ee = 
o] > im- fe ae ae a 
‘Nw F ee i a . NM ieee arc 
k er ts ae 
| | ye 6h . ae a ie 
ES a ae taile 
> ee el i test 
9 : » won LP - A \ ae: © he oe a 
‘ ' —— | — layo 
| | me - Th 
| | » “4 ee =. & ont a 4 an 
\ i * . es eaten % ee or 
aa | ae 
y), 4: ‘ , 
fay ie: \ a 
Wy) aI) 
(My Hl \ 
/ Hae 
eee 
aa eteeniehinie ee 
nam 
of 3 
adve 
Tl 
Ne star 
Sta 
Se : 
seve 
‘ broa 
=—_— et fond -=: oe ep * Cup 
| pore a : SS Ss wee * to 
"Shy .*/ Soar SS = S = 
. | =e, eS _ 
ah . ee ae) ——— SS SS SS 
: Peo Sy SS SSS | SS SS _ 
: + Cee I sg ae ae | 
a —= ule 
——_ ) a 
ee . 
U jf “j, ‘7, Wi - Mh 
sail lial pee a : iene ay mens a ee eee - 
a a nh’ ssdt cna saasdedaastielionstbaithhenietdsebidaavaneniiodbddiey aac SEE “dincrninaliiiaiAactnaninitncinaiinebaiian J 
a OE, LE ee 
> J | : ¢ 
“e* STARCH READERSHIP SURVEY, 194 6 Gf 


1947 


ntzen 
Club, 
tional 
dver- 
Ore.; 
yxecu- 
Erwin, 
antine 
elson, 


ct un- 
nm. 
is set 
‘ipated 
iad to 
idrews 
have 
1 out- 
werful 
1d ex- 


rs the 
uits, a 
orothy 
ied the 
a close 
id ad- 


Advertising Age, May 5, 1947 


Yale & Towne 
Pushes Contest 


with Ad Material 


STAMFORD, Conn.— Yale 
rowne Mfg. Company has Pd 
‘ributed special illustrative and 


textual advertising material to | 


ardware dealers and to adver- 
‘ising managers of small town | 
newspapers to encourage wide- 
pread participation among re- 
iailers in the National Hardware | 
Brand Names Advertising Con- 
test sponsored by eight hardware | 
manufacturers (AA, Feb. 24). 

Hardware merchants and small | 
town daily and weekly newes | 
papers have been sent mat il-| 
lustrations, text-type suggestions, | 
layouts and other aids to help| 
them produce good advertising. | 
The dealers have been urged to| 
seek the support of the publisher 
or advertising manager of the. 
local newspapers for help in pre- 
paring brand name ads. “In this | 
way,” Meade Johnson, marketing 
manager of the Stamford divi-| 
sion of Yale & Towne, explained, 
“the ads entered in the contest 
will be more effective if they are 
cooperative efforts between mer- 
chants and _ their local 
papers.” 

To their wholesale distributors’ 
salesmen, Yale & Towne has 
offered additional prizes of $100, 
$75 and $50 to the salesmen who 
turn in the largest number of 
different ads featuring Yale prod- 
ucts run by dealers in their ter- 
ritories. In addition, a portfolio 
has been issued by the company 
featuring the advantages of brand 
names and providing illustrations 
of Yale & Towne products that 
might be included in the retail 
advertisements. 

The Brand Names contest 
started March 15 and ends June 15. 


Stackpole Joins WEEI 


Constance Stackpole, who for 
seven years directed the sales and 
broadcasting of the New England 


Cupboard over the Yankee Net-| 
work, has joined Station WEEI, | 


3oston, as sales representative. 


Davis Joins Harrison 


Herman A. Davis, formerly art! 


director of Grey Advertising, has 
joined Lester Harrison, New York, 
as art and creative director. 


Welch Names Doughtery 
Robert C. Doughtery, purchas- 

ing agent of James O. Welch Com- 

| pany, Cambridge, Mass., 

| manufacturer, has been appointed 

Pic promotion manager. 


Marquette Places Ad 
Giving Financial Report 


Marquette Cement Mfg. Com- 
| pany, Chicago, carried half-page 
ads recently in daily newspapers in 


candy | 


all communities where the com-_| 
| plants are located, giving 
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the company’s 1946 net receipts| contest to the metropolitan area, with the four final winning snap- 


from sales and graphically show- 


ing the distribution of each Mar-| ton. 


high school students in Washing-| shots appearing in the Washing- 
Seventeen $25 government! ton Post calendar next year. The 


quette income dollar. The ad has| savings bonds will be awarded,| contest closes May 16. 


become a regular yearly feature. 
George H. Hartman Company, | 


Today, May 5, the company 
moves its general offices from 20 
S. Dearborn St. to 20 N. Wacker 


| Chicago, is the agency. 


r., Chicago 6. 


‘Opens Photo Contest 


The Washington Post has 
opened a black-and-white photo | 


Your advertising to a 
most profitable field through 


the most profitable medium 


will produce the best results 


news- | 


WINSTON-SALEM: 
U. 8’ 100th MARKET! 


Among all the major Metro- 
politan Markets in the U. S., 
Winston-Salem ranks 100th 
in importance! This is of 
great significance to adver- 
tisers who know that 65°, 
to 75°, of all sales take 
place in Metropolitan Mar- 
kets.* 


The Winston-Salem Journal 
and the Twin City Sentinel 
saturates this dynamic mar- 
ket, morning and after- 
neon, — every dey in the 
week;—a “must” for adver- 
tisers with something to sell 
in the South's Number 1 
State! 


*Arthur Hurd’s Analysis in Sales 
Management, November, 1946 


J OURNAL and SENTINEL 


Winston-Salem, North Carolina 


National Representative: 
KELLY-SMITH COMPANY 


Circulation of the Sunday Journal 
and Sentinel exceeds 50,000! 


CONSOLIDATED WATER POWER & PAPER COMPANY 


MAIN OFFICES 


WISCONSIN RAPIDS, WISCONSIN 
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Fine Coated Paper 
Needs No Other Name 


“Streamlined” manufacturing methods 
enable Consolidated to produce an 
enamel-coated paper of superior 
printability. This better product... 
in the price range of uncoated stocks 
... remains fine coated paper and 


needs no other name. 


SALES OFFICES 
135 SO. LA SALLE ST., CHICAGO ? 
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Hartley and Holt 
Patent Turntable 


New YorK—Arnold B. Hartley, 
program director of Station WOV, 
and Hillis W. Holt, manager of 
WOV technical operations, have 
obtained a patent on their inven- 
tion, the Hartley-Holt automatic 
turntable. 

The invention makes possible 
the playing of either 78 r.p.m. or 
331/3 r.p.m. records’ without 
changing turntable speed. More 
than 95% of all discs can be 
played without manipulating the 
machine. 

First models of the Hartley- 
Holt machine were demonstrated 


Complete line of artists’ materials 
Art Books 
Artists’ Rubber Cement 
Moulding Rubber 


S S RUBBER CEMENT Co. 
314 N. Michigan Ave. Cen. 3373, Chicage 1 


at the 1944 convention of the Na- 
tional Association of Broadcasters 
and the 1945 convention of the In- 
stitute of Radic Engineers. Pro- 
duction to date has been on a cus- 
tom basis. 


Publisher Erocts 
New Building 
in Louisville 


LOUISVILLE, Ky.—The Courier- 
Journal and Louisville Times 
Company, with its two wholly-| 
owned subsidiaries, Standard) 


Star-Sheen to Benedict 


Star-Sheen Cosmetic Company, 
Hollywood manufacturer of liquid 


hair rinse, has named Benedict! Gravure Corporation and WHAS, | 
Advertising Agency, Hollywood, Inc., expects to move into its| 
to handle its advertising. Test 


newly - constructed building late | 
this year with the entry of Stand- | 
ard Gravure, and to complete the | 
move in January, 1948. | 

The new structure consists ac- | 
tually of two buildings, one of | 
which will be four stories high, | 
housing the mechanical facilities | 
of the company, while the front | 


campaigns will be conducted re- 
gionally. 


Cohen Becomes Partner 


Meyer A. Cohen, account ex-| 
ecutive of Harry Feigenbaum Ad- | 
vertising Agency, Philadelphia, | 
has been made a partner in the 


| Tox LousvecxTons 


NEW PUBLISHING PLANT—This is the new, two-section building being com 
pleted for the Courier-Journal and Louisville Times Co., Louisville, Ky., and 
its two wholly-owned subsidiaries, Standard Gravure Corp. and WHAS, Inc 


agency. 

. . a building, housing the administra- , 

tive and business offices plus radio | combination color photo and tele- | 

Names M. M. Young ‘facilities, will be seven stories, vision studio on the roof. The 

seg Teck pe — om. | high. basement sections of this building 
pany, Os ngeles, has named '| ; trees ‘ 

ee The new quarters, thoroughly will permit storage of newsprint. 

— a Tee Rares. 1s modern in design and construc- |The rear building will house the 


Angeles, to handle the promotion, : ; ; 
and advertising of its cooling’ tion, will house, in the front sec-| Press rooms for the newspapers 


towers and water tank products. tion, radio studios and a large and rotogravure, as well as mail 
room, bindery, composing 


‘and stereotype departments. 

| Mail room and bindery will be 
highly mechanized, with roller 
conveyors and automatic tying 
machines. A 24-unit Goss high 


i 
ij 


3 ot Gaia 


'speed press is being installed, as 
well as a 16-unit rotogravure 
press. The entire building is air 
conditioned. 

The building is being con- 
structed of black granite and 
white Indiana limestone, with all 
exterior trim made of dull-finish 
aluminum. 


Two Appoint Wendland 


Harry J. Wendland Advertising 
| Agency, Los Angeles, has been 


appointed to handle the regional 


room | 


and national advertising of Uni- 
versal Brass Company, manufac- 
turer of plumbing fixtures, and 
Garment Hanger Company, make) 
of wire hangers, both in Los An- 
geles. Business papers and direct 
mail will be used by both. 


Buys Montana Paper 


Democrat - News, Lewistown, 
Mont., daily, and Argus-Farmer, 
Lewistown weekly, have been sold 
by George and Russell Bennitt to 
Ken Byerly, Wyoming publisher, 
effective May 1. 


Elects Belcher 


John G. Belcher, publishing di- 
rector of Progressive Architec- 
ture, has been elected to the board 
of directors of Reinhold Publish- 
ing Corporation, New York. 


To Blaine-Thompson 

Kinmac Company, manufac- 
turer of hair products, has ap- 
pointed Blaine-Thompson Com- 
pany, New York, to direct its ad- 
vertising. 


Clitomozve DIGEST 
100,000 Paid Circulation 


Write for free booklet de- 


scribing the Automotive 


F A Service Market in detail. 
\\} ‘ 


Jump 
134.1% Over 


Worcester’s Industrial Wages 


There’s a good reason why retail sales in the Worcester 


The Largest Paid 
Circulation in the Auto- 
motive Industry 


entire Worcester 


sified industries, a bonus 


lation over 100,000. 


market have climbed over the $400,000,000 mark. In- 
dustrial wages in the city, which were $34,355,000 in 
1939, rose to $80,441,000* in 1946 —a jump of over 
46 million dollars. Applying the same increase to the 
industrial 
$208,092,000 in 1946 as compared with $88,890,000 
in 1939. No wonder advertisers find this prosperous 
Central New England metropolis, with over 600 diver- 


area, the wages were 


market. To put motion in your 


promotion, use the Worcester Telegram-Gazette. Daily 
circulation is in excess of 140,000, and Sunday circu- 


*Mass. Dept. of Labor and Industries. 


The TELEGRAM -GAZETT 


sie WORCESTER, MASSACHUSETTS 


F GEORGE F BooTn Publisher- - 
MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES % 
OWNERS of RADIO STATION WTAG 
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Coast-to-Coast 
lob ‘Screening’ 
Planned by 4 A's 


New YorK — Regional councils 
id chapters of the American 
Association of Advertising Agen- 
cies will sponsor in June the first 
annual examinations to attract 
id screen young people for ad- 
rtising careers. 

Aptitude tests, said James H. S. 

Ellis, Kudner Agency, New York, 
chairman of the committee in 
charge, will be given June 7 and 
knowledge tests June 14. A trial 
examination under the plan was 
held in Philadelphia last Novem- 
per. 
The test of aptitudes was pre- 
pared by the Personnel Labora- 
tory, New York, and the knowl- 
edge test by Mr. Ellis’ committee 
in cooperation with other commit- 
tees of the Four A’s. 

The Personnel Laboratory re- 
ports to the examination commit- 
tee on each candidate’s aptitudes 
as revealed by the test. This re- 
port, and the candidate’s grades 
on the knowledge test, are sent to 
the candidate. 

If a candidate is willing, the re- 
sults of his test are circulated to 
member agencies in the area. 
Candidates are not told that suc- 
cess in the examination will result 
in their getting jobs, but it is ex- 
pected that many will be helped 
by the plan. 

The examination committee in 
each area will publicize the plan, 
to attract interest and candidates. 


DuMont Names Markwell 


Allen B. DuMont Laboratories, 
New York, has appointed Norman 
M. Markwell sales promotion 
manager. Mr. Markwell is a for- 
mer New York advertising agency 
executive, has had extensive sales 
promotion experience in the 
radio, piano and allied industries, 
and has directed publicity for the 
theater on the West Coast and in 
New York. 


WBZ, WBZA Name Visser 

Paul M. Visser, a former editor 
of agricultural publications and 
NBC foreign correspondent, has 
been named farm director of Wes- 
tinghouse Stations WBZ _ and 
WBZA, Boston. 


Two Name Schnell-Mills 


Schnell-Mills, Chicago, has been 
named to handle the advertising 
of Alton Laboratories, manufac- 
turer of San-Finish paint, 
Consolidated Trading Corporation, 
export and import broker, both 
in Chicago. 


nyone, anywhere can set 


type this new, practical way. 


Fost, economical —just the | 
g for heads or complete | 
| 


° Cardboard letters are 


| 
o.'omatically aligned when | 
nto Fototype composing 
No metal type, no 
y ink, no impressions i 
wll. Over 75 popular 
s to select from, each 
xed in a compact, refill- é 


leatherette case. 


New 24 -Page 
Catalog 


'S ROSCOE ST., CHICAGO 15, ILLINOIS 


and | 


te 


| Appoints Kolb V.P. 


Carl Kolb, formerly marketing 
manager of Birds Eye-Snider di- 
vision of General Foods Corpora- 
tion, has been appointed vice- 
president of E. W. Williams Pub- 
lications, New York, publisher of 
Quick Frozen Foods. 


Names Twiss Agency 
Faesy & Besthoff, Inc., New 

York, distributor of agricultural 

and industrial chemicals, has 


named the House of J. Hayden 
| Twiss, New York, to handle its 
advertising. 


Appoints Jacobson 


Roland E. Jacobson, account ex- 
ecutive, has been appointed man- 
ager of the Los Angeles office of 
Buchanan & Co., succeeding Rob- 
ert Lee, who has resigned. 


Dacus Joins Kimball 

Leon Dacus, for 15 years art 
director for Neiman-Marcus, Dal- 
las department store, has joined 
Abbott Kimball Company, San 
Francisco, as art director. Mr. 
Dacus was the creator of the 
‘“‘Neiman-Marcus Woman,” well- 
known fashion promotion. 


Promotes Ricketts 


e e | 
Leslie Ricketts, salesman on the 


classified advertising staff of the 
Daily News and Record, Greens- 
boro, N. C., has been promoted 
to manager of the department. 


Crowhurst Joins Wood 


Mildred Webster Crowhurst, 
formerly with Spencer W. Cur- 
tiss, Inc., 
Wood Advertising Agency, San 
Francisco. 


has joined the Calvin! 
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Lewis Heads Norwich Benn Joins Miller 


J. T. Lewis, vice-president and Edith Benn, formerly assistant 
managing _ director, has been fashion editor of B. Altman & 
elected president of Norwich) Co.’s magazine, has joined Dwight 


Pharmacal Company, Toronto. Miller, Providence, R. I., agency. 


SURVEYS BY ADVERTISERS THEMSELVES PROVE 


CANDY [INDUSTRY 


is MOST READ, MOST PREFERRED 


in the confectionery field! 
FIRS T in audited circulation, 
in Advertising Volume too!* 
“Figures on request 


(CANDY INDUSTRY The Newspaper of Confectionery Business 
Don Gussow, Publisher & Editor * 33 W. 42nd St., New York City 


Other Don Gussow Publications © Bottling Industry © Tobacco Record 


———————e 
—— 7 


in the history of 


indust/tal advertising 


a ips twenty-fifth anniversary conference of the 
National Industrial Advertisers Association in 
Milwaukee June 15-18 is one of the great milestones 
in the history of industrial advertising. Over 3,000 
members will attend, or read about this silver anni- 


versary meeting. 


INDUSTRIAL MARKETING helped organize the NIAA 
and has worked with it closely ever since. We believe 


in its program and are confident of its continued 
progress. The association and the magazine have 
worked together to promote successful industrial ad- 
vertising and marketing, to raise standards and to 
increase the prestige and stature of industrial adver- 


tising men. 


Those who attend will get complete advance informa- 
tion about the program and other arrangements, and 
a review of the accomplishments of NIAA in its dis- 
tinguished history of the last quarter century, from 
the June NIAA Convention Number of INDUSTRIAL 
MARKETING, which will have extra circulation at the 


convention. 


Those who cannot go to Milwaukee will have a com- 
plete record of the important developments of this 


EE Ripe RK 


Your 


Pees 


peration in supplying copy and plates 


4 fa’, 


historic conference in the July issue of INDUSTRIAL 
MARKETING, which will be the Convention Report 
Number. 


These issues will go to the largest audiences in the 
history of INDUSTRIAL MARKETING. Like the NIAA, 
we have been making progress, too. Your copy in 
these red-letter numbers will get a wide reading from 
the important marketing and advertising executives 
who represent the core of your market. 


You have a big stake in the field and its progress as 
exemplified by the NIAA. Take advantage of the 
opportunity to be represented with the best copy you 
can produce in the June Convention Number and the 
July Convention Report Number. 


Fer ct 1 OTS CBW Vea: 


promptly will be appreciated. — 


INDUSTRIAL 
MARKETING 


100 E. OHIO ST., CHICAGO 11 * 


330 W. 42ND ST., NEW YORK 18 
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Radio Forum 
Defends Medium 
in Script Style 


New York — The annual radio 
and business conference of the 
City College of New York re- 
cently presented typical com- 
plaints of radio listeners and had 
various experts set the record 
straight. The appeals were dram- 
atized, which needled the con- 
ference out of the staid conven- 
tion format, but most of the 
speeches boiled down to defenses 
of current radio practice. 


| with a brief talk on the subject. , 50% or more of total space. 
| would 


Judge Ferdinand Pecora of the) week’s schedule of 126 hours of | 


|The conductor of the forum was 


| New York supreme court: 


Other highlights of the forum: | voted 


Speaking in defense of soap 
| operas, Elaine Carrington (‘‘Pep- 
per Young’s Family,” et al.) 
cracked: 
statement about [soap operas] 
| which should not be allowed to 


enter into individual judgment is | 


;that radio serials are damaging 
because they take listeners away 
from educational programs, cur- 
rent events and music.” During 
the war, Miss Carrington recalled, 
|things were different: “We were 
'asked to tuck propaganda of all 
sorts into our serials to bring 
|home facts the public would not 
| listen to on forums.” 


In the welter of views about! 


“Another widespread | 


Fah 


find that in a_ typical 
| broadcasting three hours were de- 
to commercial messages. 
| That means 123 hours per week 
|of entertainment and _ informa- 
tion.” 

In defense of quiz shows, Robert 
A. Schmid, vice-president in 
{charge of station relations, MBS: 
“In the favorite indoor sport of 
| barbecuing broadcasters, perhaps 
'no one target is so inviting as the 
quiz show. Each hour quiz pro- 
gram is developed by a group of 
| intelligent, sensitive people who 
spend their waking hours making 
sure the questions used are of 
maximum interest and correctly 
answered. It’s the standards of 
the listeners that we have to meet 


? ane ‘pints 
al 


phasized. 

] . . 
Brightman Heads Lit 

| Harold W. Brightman, senior 


| vice-president and director of Lit 
|Bros., Philadelphia department 
| Store, since Oct. 1, 1945, has been 
promoted to president, succeeding 
| George H. Johnson, who has re- 
tired. Mr. Johnson, who assumed 
the presidency in 1933, will con- 
tinue as a director of the corpora- 
tion. 


Tyson Names Horgan 

Joseph Anthony Horgan, for- 
merly with the sales division of 
Sperry Gyroscope Company, has 
been named assistant account ex- 
| ecutive of O. S. Tyson & Co., New 
| York industrial agency. 


You) what it wants in radio, he em-| Joins Weisser-Richmond 


William J. Haughey, formerly 
director of advertising and sales 
promotion of Raymond’s, Inc., de- 
partment store, has joined Weis- 
ser- Richmond, Inc., Bostor 
agency. 


Packard Agency Moves 


Packard & Packard Advertising 
Agency has moved its offices fron 
927 S. Grand Ave. to 1250 Wil- 
shire Blvd., Los Angeles. Mayloi 
Sullivan, formerly with R. H 
Cary Advertising, Des Moines, 
has joined the agency to be i: 
charge of radio writing. 


McCreary Names Pickett 


William H. Pickett, formerly o: 
Parish & Pickett, Miami, has been 
appointed account executive spe- 


—and try to raise.” s 

| Ken R. Dyke, NBC vice-presi- | Starts Jewelry Campaign 
dent, admitted that borderline |, Sonia oo Inc., f vA he a 
misrepresentations do exist in ma a yf meee ” gavenieind 
radio advertising, and advocated | campaign for its fashion jewelry 
that listeners write to their sta- | in Glamour, House Beautiful, 
tions when they recognize mis- | Seventeen and Vogue, and in trade 
kepresentation. The public gets publications. 


cializing in industrial and loca! 
service accounts of McCreary Ad- 
vertising Agency, Miami. 


radio, the City College forum| Defends Commercial Policies 


tried hard to get balanced opin-| In defense of commercial poli- 
ion. The audience heard from | cies, Grace Johnson, head of con- 
networks, stations, writers and | tinuity acceptance, ABC: “Radio 
advertising agencies, each telling |commercials at the most occupy 
the story of the group he or she!12% of total radio time, while 
represented. |publication ads usually occupy 

On controversial problems, it) 
heard Robert Saudek, director of | 
public affairs for ABC, and Wil-| 
liam S. Hedges, vice-president in 
charge of planning for NBC. Said 
Mr. Saudek: “Stations try to pre- | 
sent unbiased news and symposia | 
featuring the various viewpoints 
in a controversy and ABC goes 
farther by scheduling commenta- 
tors who ‘certainly editorialize.’ ” 
ABC sells time on controversial 
issues, but “reserves the right to 
give the opposition free time in 
order to present a well-rounded 
schedule with respect to ~ 


Wolf Joins ‘Newsweek’ 


William Taft Wolf has joined 
the Boston advertising office of 
Newsweek. 


issues.” 
Explains Political Broadcasts 


Mr. Hedges, confining his re- | 
marks to political fields, reminded | 
the group that the Communica- | 

tions Act of 1934 charges each | 

licensee with providing equal time | 

to candidates for any particular | 

office. It is customary to advise 

all candidates when time is avail- | 

able, and most stations sell time | 

through election eve and not 
thereafter, although nothing pre- 

vents a station from carrying po-| 

litical broadcasts on’ election day. | 

“It would be a very rare case in- 

deed where any broadcaster | 
} would ever allow his_ personal 
prejudice to discriminate against | 

any candidate,” Mr. Hedges said. | 

The program was arranged like | 

a radio show, with dramatic in- | 

terludes highlighting each of the 


BBags 
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Beast £84 % 


1. HORACE ASHER, 39, is an able farmer. But his 
prize crop is his children. Asher’s pattern of life, on 
a completely mechanized farm, allows him plenty of 
time to devote te the youngsters. Here he and son 
Jack, 15, have their eye on a marauding crow. 


phases, followed by a_ speaker 
fe 7 . 
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YA SY NY 


° 4 Z 
/\/ 


OLD 1 


Always Have a New Market 


2. JOK, 13, “may be a veterinarian,” says his 
Dad. Has a way with animals which he shows 
to advantage in 4-H activities. Here’s his 4-H 
Hereford calf. last year’s “project.” 


3. THE WHOLE ASHER family likes to get 
together evenings. when the viewpoints of all 
get a hearing. All take a keen interest in 
church, school, community and political affairs. 


4. THE WOMENFOLKAS enjoy quilting 
on a 100-year-old frame! Mrs. Asher, 35, (ces 
ter, seated) was business career-girl before 
_.. And complete news of antiques ond marriage. Now co-manages the 300-acre far) 
the thriving antique business in Dallas is 
covered in a regular department of The 
Dallas Times Herald 


The Dallas Times Herold has the greotes? cir 
culation of ony newspoper in the prosperous 
twenty-county Dollas ABC Market 


THE DALLAS 
TIMES HERALD 


Dallas’ Greatest Newspaper 


Represented by 
THE BRANHAM COMPANY 


THE ASHERS’ comfortable home is gay 
with china-filled built-in cupboards, attractive 
rugs and lamps. House has four big airy bed- 
rooms, and a new bathroom is being installed. 


9. 


HORACE 
good seed. A good start, he says, means every- 
thing, whether it’s wheat or corn—or the prize 


erop of all, his kids. 


ASHER knows the 


value of 
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Martin Transports | 


nerly a 
sales | Get Biggest Push © 
i . . a = | 
ves | in Firm's History 
BALTIMORE—The Glenn L. Mar- 
tin Company has launched the 
es most extensive advertising cam- 
a paign in its history, using national | 
— magazines, business papers, news- 
Wil- papers, radio spots and outdoor 
ayloi ads to hammer home this theme: 
7. H “The airlines gain you time, time, 
oines time!” 
be i Copy throughout the series fea- 
tures the Martin 2-0-2 twin-en- 
gine transport and its sister ship, 
‘kett the Martin 3-0-3, with pres- 
rly © surized cabin for high altitudes. 
; bee The company claims to have sold 
> spe- more postwar planes than any 
loca other manufacturer in the indus- 
y Ad- try, with more than 350 new Mar- | 


tin transports already ordered by 
16 airlines throughout the world. 
The schedule includes 


God We AIRLINES GAIN DU Zee: Aime: LIYE’ 


TIME SAVING—The speed of air travel 

is emphasized in the new campaign of 

Glenn L. Martin Co., Baltimore, as 

shown in this full-color magazine page. 

VanSant, Dugdale & Co., Baltimore, is 
the agency. 


Business Week, Fortune, Nation’s 
| Business and U. S. News. 
The consumer ads carry a cou- 


to Travel by Air,” which is di- 


rected primarily to those who 


have had no experience in flying. | 
In addition to the consumer | 


copy, special campaigns are di- 
rected at such fields as the press, 
military, financial, aviation trade 
and youth publications. 
paper ads will be run in “on- 
line” cities as Martin transports 
|go into service, with other copy 
|in dailies featuring cargo ver- 
‘sions of the 2-0-2. In Baltimore 
‘and nearby localities, special 
/newspaper ads will promote gen- 
eral employe and community re- 
lations. 

Outdoor posters adjacent 
leading airports throughout the 


will complete the program. 
Richard W. Darrow, public re- 


pon offering a new booklet, “How | 


News- | 


to | 


|of customer airlines as a mer-| 


|chandising prelude to the cam- 


paign. A direct mail merchandis- | 


this personal tour. 

In addition to the U. S. cam- 
paign, Martin is telling its story 
with separate ad campaigns in 
South America and Europe. 


Joins National Export 


Bart Wakefield, until recently 
advertising manager of Smith, | 
Kline & French Inter-American | 
|Corporation, Philadelphia, has} 
| joined National Export Advertis- | 
| ing Service, New York. 


Appoints Wigton 

O. L. Wigton, formerly director 
of advertising and public relations 
| of Harry Ferguson, Inc., has been | 


ing and sales program will follow | 


: | appointed manager of tractor and! 
country, as well as radio spots,| implement sales of the Dearborn | 


| Motors Corporation, Detroit. 


joined 


four- | 
color pages in Airlanes, Collier’s,;| New Yorker, Pathfinder, The Sat- 


lations director, and Thomas F. C. | Gets Battery Account 
Quinn, vice-president of VanSant, | 


‘ice of 


Star-Lite Battery Company has | 


Flying, Holiday, National Geo-|urday Evening Post, Skyways and Dugdale & Co., which handles the | appointed Funt - Golding, New| 


graphic Magazine, Newsweek, The | Time, and two-color pages in | account, are calling on executives | York, to handle its advertising. 


of a New Series of Living Portraits -— 


Blesr the Ashers of Owen County, Indiana . . 


second Country Gentleman family to be presented in a 


. the 


new and revealing series picturing the people of rural 
(America. 


These “family portraits” are as warmly human as only 


real life can be. They depict far more than the business of 


farming. They explore the hearts and minds of people 
who live on the land. 
This series is written expressly for Country Gentleman’s 


readers, to give them the inspiration of intimate visits to 


6. JANET, 


quilting 5. ZERO FREEZER contributes to Ashers’ 
©. 35. (cen: sood living. No “galley slaves” in this kitchen! 


right linoleum, modern sink save time and 


girl befor aa ; : 
” ork. There's also an electric range on order. 


eacre far) ' 


urn to Country Gentleman 
for Better Farming, 
Better Living 


14, plays a mean trombone in the 
school band while brother Jack, beside her. 
waxes hot on trumpet. Both are leaders in 
Gosport High School activities. 


farm families that have found the makings of happiness. 
Here our readers will meet families who are proving the 
value of pulling together, families whose lives illustrate 
the important truth that the end product of good farming 
is good living. 

For example, this story of the Ashers, from Country 
Gentleman for May. . . . It will give you a glimpse of 
the economic revolution that is taking place on our farms. 
It will give you a picture of the new standard of living that 


millions of farmers have earned, and are enjoying today. 


7. JACK is a good athlete, last winter starred 
on Gosport High basketball team. Already a 
smart farmer, he plans to study agriculture at 
Purdue. 


4? s66> 


Your M.C. 

setsthe tone, @& 

pace and rating 
of your 


radio show.. 


What's 
the rating 
on your 


PRINTED 
Show ? 


Agencies please read abovein plural 


= 


rt Typog ranisic 
_ 


| design # 
controls 7/5 


: tone, pace - 
_and rating ! 


E. Willis fones 


Creative 
Design - 
S ) 
Typographic 

Counsel 

111 E. Delaware 

Chicago 11 
Del. 8405 
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'To Hoag & Provandie To Olmsted & Foley 


The Massachusetts Steamship) McQuay, Inc., 
Lines, Inc., Boston, has appointed! manufacturer of 


DAY AND MIGHT Minneapolis, 
POINT-OF-PURCHASE = 


refrigeration, 


ADVERTISING Hoag & Provandie, Boston, to| air-conditioning and unit heating 
ee handle the advertising for its| equipment, has appointed Olmsted 
7 RADIANT Island Line. Newspapers, radio,| & Foley, Minneapolis, to direct its 


¢ OLORS posters and folders will be used.!| advertising. Business paper sched- 
ules will be continued for the 
remainder of the year. 


Elects Eberlein V.P. 


William J. Eberlein, general 
sales manager of Greenfield Tap 
& Die Corporation, Greenfield, 
Mass., has been elected vice- 
president in charge of sales. 


DIMENSIONAL 


BRILLIANT 
FULL COLOR RANGE 


White for complete information 
VELWETONE COMPANY 


108 DAVIS STREET, SAN FRANCISCO 


Issues Marketing Map 
Chain Store Age Grocery Edi- 

tions, New York, has issued a 1947 

grocery marketing map, which 


|}shows the location of 2,250 buy- 
ing headquarters, and gives in- 
formation on the total sales of 
grocery chains as compared with 
independent grocery retailers. 


Schumacher to F&S&R 


Fuller & Smith & Ross, Cleve- 
land, has been named to handle 
the advertising of F. E. Schu- 
macher Company, Hartville, O., 
maker of adjustable screens and 
window ventilators. A business 
paper campaign will be launched 
in June. 


4 aca weit Vigg 


The little sign you see at the left is a 
potent force for law and order wherever 
Wallaces’ Farmer readers are found. = 
Available at a slight extra cost in 
addition to the regular subscription payment, member- - = 
ship in the Wallaces’ Farmer and Iowa Homestead 
Service Bureau assures farmers that a prompt cash reward 
will be paid for apprehension of thieves and swindlers. _\ 
Since establishment of the Bureau in 1926, nearly 
$40,000.00 has been paid for the actual conviction 


and sentencing of criminals that prey on 
farmers. So effective has become the work of 
the Bureau as the FBI of Iowa farmers that 
the mere posting of the sign on the farm of 
subscriber-members scares away a wide variety 
of human pests. Just another example of why 
Wallaces’ Farmer and Iowa Homestead is the 
looked-for, listened-to, believed-in farm paper 
throughout the richest farm section in the world. 
Just another reason why it’s received twice 
monthly in 9 out of every 10 lowa farm homes. 


WALLACES FARMER 


Gti’ \OWA HOMESTEAD 
DES MOINES, |OWA 


Spinks 
¥ 


Barrett Catalog 
Offers Dealers 


Six Ad Guides 


New YorK—A set of six “Ad- 
vertising Guides” provides a spe- 
cial feature of the 1947 advertis- 
ing catalog which the Barrett 
division of Allied Chemical & Dye 
Corporation will use to push its 


advertising and sales promotion 
material. 
The 107-page, plastic bound 


catalog is designed for use by the 
division’s network of jobbers, 
dealers, distributors and appli- 
cators in the building materials 
field. The ad guides are six large 
folded sheets bound into the back 
of the book, each of which lists 
the material to be used by a given 
type of dealer to reach different 
classes of customers. 

The catalog includes seven sec- 
tions, covering mailing pieces, 
product literature, displays, signs, 
samples, business forms, and 
newspaper ads, catalog cuts, mis- 
cellaneous electros, etc. Each sec- 
tion is introduced by suggestions 
on the best ways to put the ma- 
terial to use. 

Barrett reminds 
tomers that it’s time for sales- 
manship in the building market, 
even though the housing shortage 
isn’t over. ‘Order-taking will no 
longer be enough,” it adds; ‘the 
customer will have to be sold.” 

Essential steps in reconverting 
to aggressive salesmanship are 
suggested, including cleaning and 
painting the office, repainting or 
replacing signs, revising samples, 
arranging product literature, 
checking the _ prospect system, 
dressing up show windows, plan- 
ning a direct mail campaign and 
newspaper advertising. The type 
of material needed by many deal- 
ers, Barrett says, either “is free 
for the asking, or far lower in 
cost than equivalent material you 
could purchase locally.” 


its own cus- 


King Joins Columbia 


Frank King, formerly’ with 
N. W. Ayer & Son, Detroit, has 
been appointed assistant. sales 


manager of Station KNX and the 
Columbia Pacific Network, with 
headquarters in Hollywood. 


Salt Firm Ups Ott 


Edwin 


M. Ott, chemical engi- 
neer in the market research de- 
partment of Pennsylvania Salt 


Mfg. Company, Philadelphia, has 
been appointed assistant manager 
of market research. 


‘Herald’ Boosts Rates 


Effective June 1, the Herald, 
New Britain, Conn., will increase 
its local retail advertising base 
rates and the rates for amusement 
and sport advertising to $1.26 a 
column inch. 


Establishes Steel Firm 

D. Joseph O’Connor has re- 
signed as vice-president in charge 
of sales of Acme Shear Company 
Bridgeport, Conn., to establis! 
Steelcraft Products Company 
Bridgeport. 


Appoints Wilson 

A. L. Wilson has been appointe 
general sales manager of She 
Oil Company, Toronto. 


WHAT’S GOING ON?) 


@ Manufacturers and their advertisin 
agencies are using this inexpensiy 
clipping service for collecting editori 
publicity, for making research am 
market studies, for maintaining cor 


petitive advertising files and for d 
veloping sales prospects on certai 
types of products and services. 


New Booklet No. 10 “How Business Us 
Clippings” tells the whole story 


BACON’S CLIPPING BUREA 
BUSINESS 4 FARM GENERAL 
PAPERS JX PAPERS JK MAGAzI 


i NES & 
| 314 So. Federal St.. Chicago 4 
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The Creative Uans Corner 


If there is anything less original in 
advertising than most advertising agency 
solicitations, it is most agency advertis- 
ing. 

When it is made to generalize about 
an agency and its services, the generaliza- 


tions can and do apply fairly well to 
almost any recognizable agency. 
When it is made specific it usually 


You Ought to Know . 


A suave, well-tailored gentleman not 
jong ago approached officials of the Col- 
lege of Agriculture at the University of 
Wisconsin. Was it, he asked with some 
nisgivings, probable that the bacteria con- 
tent of milk could be lowered by waxing 
the flanks of milk- 
cows to make washing 
the animals more effec- 
tive? 

This was not, as you 
might suspect, some 
gentleman farmer 
highly interested in 
the operation of his 
dairy farm. As a mat- 
ter of fact, about all 
Bill Connolly knows 
about cows is_ that 
they moo at one end 
and give milk at the other. But as adver- 
tising manager for S. C. Johnson & Son, 
naker of Johnson’s wax, he was Vitally 

oncerned with the suggestion which had 
been submitted by a farmer in Kentucky. 
For if there is another use for Johnson’s 
wax, Bill Connolly will work up quite a 
ather trying to pass it on to Johnson 

ustomers. 

Bill is a great believer in the modest 
approach. None of the many suggestions 
that cover Johnson wax containers has 
been dreamed up by high-powered 
thinkers who have never gotten around 
to using wax. They have all come from 

ustomers who have happily passed them 

n to Johnson. Just as happily, Johnson 

as passed these suggestions on to other 
isers, 

\nother example of the Connolly mode 

f approach is Johnson’s radio show, “Fib- 
ber McGee and Molly.” When the com- 
pany’s agency—Needham, Louis & Brorby, 
Ine., Chicago—rather offhandedly sug- 
gested that he listen to a daytime opus 


4 


W. N. Connolly 


goes straight to the reproduction of ad- 
vertisements and the reciting of records 
already well known to almost every- 
one who could conceivably be interested. 

Many agency advertisements, also, ap- 
pear to have been written by whoever— 
at the last minute before the deadline, 
had nothing else to do. 

Frequently, it seems, this could be the 
newest cub. 

Not so, however, in the case of N. W. 
Ayer & Son. 

We think that few campaigns in ad- 
vertising bat at a better average than 
Ayer’s house copy. 

Listen: 

What’s in that bottle? 

“Medicine. Is it pure? Accurately 
compounded? 

“The baby doesn’t know. Doesn’t even 
care. But a lot of other folks—parents, 
for instance—are very much concerned. 

“For parents and babies alike, Rexall 
Drug Company produces a line of hun- 
dreds of drugs and related supplies, each 
scientifically tested for purity and ac- 
curacy. More than 10,000 independent 
Rexall druggists distribute them. 

“Telling the fathers and mothers of 
America the Rexall story is our adver- 
tising responsibility. 
that they are listening.” 

Ayer, along with J. Walter Thompson 
Company and Young & Rubicam, again 
proves something we have said before: 
Advertising can be bright and interesting 
in every classification. 


e WW. XN. Connolly 


called “Smack-Out” featuring a couple of 
people named Marian and Jim Jordan, he 
could see very little in common with 
shows that were regarded as tops in radio 
entertainment at the time. But in the 
homely byplay of Jim and Marian, Bill 
Connolly recognized a humorous, whim- 
sical quality which he thought might be 
developed to win not only widespread 
public favor but which would also be 
particularly adaptable to Johnson’s prod- 
ucts. Today there is hardly a radio listener 
who hasn’t sympathized with Molly when 
Fibber opens his famous closet door. 

Yet this proponent of the common 
touch has little of the look of the com- 
mon man about him. 

William Norton Connolly arrived in 
Pittsfield, Mass., almost 49 years ago, on 
July 24, 1898, the son of Patrick D. Con- 
nolly, a contractor and _ builder. His 
scholastic record looks like an educa- 
tional itinerary. From grammar to high 
school he went along more or less the 
accustomed patterns, but from then on it 
was a Cook’s tour of the educational fa- 


cilities. In rapid succession he attended 
Williamstown, Northside Preparatory 
School, Colgate, Princeton and finally 


Columbia University, where he majored 
in English and economics. 

Long before he became a college man, 
however, Bill Connolly had ventured into 
business. While still in Pittsfield, he had 
engaged in an enterprise whereby he 
could make a whopping net profit of 26 
cents each night. But it was no snap. 
Delivering papers to 26 customers is not 
play. 

During school vacations, he put some 
of the theories of economics to the test 
by going to work for an electrical com- 
pany in Pittsfield for 40 cents an hour. 
By 1920 he had managed to ease out of 
the electrical business and was busily 


There’s evidence - 


writing trade publication copy for Hyatt 
Roller Bearing Company. At the same 
time, he managed to squeeze into his 
schedule the job of writing movie re- 
views for a movie exhibitors magazine. 

He began to get more of a consumer 
approach when he went with Hamilton- 
Beach Company, a division of Scovill 
Mfg. Company, maker of food mixers, 
vacuum cleaners and other appliances. 
Here he wrote sales promotion material 
for the electrical appliances. 

It was as a result of this activity that 
he joined Johnson in 1925. Johnson, 
about to launch a household machine as 
a companion article for wax, needed 
someone who knew the appliance field to 
do a job of promoting its electric floor 
polishers. 

Bill likes now to say casually, “Oh, it 
caught on,” but actually the “catching 
on” was largely the result of his efforts. 
He admits that the company “sold a good 
many.” Whatever the number may have 
been, it and the other phases of his work 
were impressive to the extent that he 
went into the company’s over-all adver- 
tising operation, and about 1930 became 
advertising manager for the company. 

During his tenure, the Johnson com- 
pany has watched its radio programs ex- 
pand from the days during 1931 when 
Ted Weems broadcast for Johnson over 
about 12 major stations. He was fol- 
lowed by Tony Wons. Bill Connolly felt 
that the company needed something that 
would smack of comedy and still get 
away from the old “Pat and Mike” rou- 
tine. Continual hunting finally turned 
up what is now the Fibber McGee and 
Molly show. 

Right at this point, he is hammering 


away steadily at increased efficiency in 
two widely separated fields. 

First is the efficiency of Johnson’s 
present-day advertising, responsibility for 
which, rests on his shoulders and, second, 
of advertising in general. In addition to 
worrying about his own company, Bill 
Connolly is a vice-chairman of the Asso- 
ciation of National Advertisers, and along 
with other members of the association, is 
actively hunting up methods by which ad 
dollars can be made more effective. 

Another field in which he _ seeks 
greater efficiency, although not with the 
same calm fortitude, is on the golf course. 
Shooting in the low 80s, which most folks 
think isn’t so bad for an adman, Bill 
still doesn’t see why efficiency methods 
shouldn’t drop him into the 70s. Never- 
theless, he still shoots in the low 80s. 

In Racine, Wis., home of Johnson’s 
“wax works,” Bill is far from being a 
hermit. He was war chairman for the 
Red Cross and is now on the local board 
of that organization. He is also active on 
the local Community Chest drives as 
well as being a director of the Taylor 
Children’s Home in Racine. He is no 
apartment fancier, but prefers the country 
air of his own home at Wind Point, three 
miles from Racine, where he lives alone. 
His son, William Dwight Connolly, is a 
senior at Yale. 

It’s difficult to learn, unless you know 
Bill Connolly extremely well, just how 
things are going along. His horror of 
overstatement leads him to soft-pedal 
anything that looks like personal promo- 
tion. 

Bill’s the kind of golfer who, if he 
made a hole in one, would cautiously 
announce, “I made the green.” 


3 business Chart ot the Week 


1947 ESTIMAT 
NUMBER OF DISTRIBUTION ESTABLISHMENTS 
Average 
Average Annual 
Number of % Increase Population Business 
Kind of Bysiness Stores Since 1943 Per Store Per Store 
Retail 
Grocery 370, 000 20% 380 $ 50,000 
Eating & Drinking 335,000 2 429 36 , 000 
| Filling Stations 24,0, 000 31% 590 16,000 
Miscellaneous 230, 000 34% 610 42,000 
Food, Non-Grocery 125,000 24% 1,130 36 , 000 
Apparel 90,000 13% 1,570 84,000 
Drugs 60, 000 16% 2,100 59,000 
Motor Vehicles 57,000 €1% 2,500 95,000 
Hardware & Farm Imp. 52,000 43% 2,700 45,000 
Dept. & Gen. Merchandise 50,000 5% 2,200 260, 000 
Building Materials 48, 000 49% 2,900 79,000 
Home Fumishings 47,000 5e¢ 3, 000 70,000 
Meat and Seafood 35,000 14% 4,000 48,000 
Country General Stores 31,000 -2% 4,500 55,000 
Automotive Parts 28,000 69% 5,000 53,000 
Liquor 25,000 LEE 5,600 76,000 
Radio & Appliances 25,000 99% 5,600 56, 000 
Shoe 20,000 3% 7,000 75,000 
Total -— Retail 1, 8 8 000 _ 29% ee = $ 51,000 
Service 
Barber & Beauty 225,000 23% 630 $ 3;400 
Business Services 135,000 56% 1,050 10,600 
| Laundry & Cleaning 104, 000 11% 1,350 12,000 
Miscellaneous Personal 101,000 37% 1,400 7,800 
Auto Repair £9, 000 L4E% 1,580 8,500 
Amusements 30, 000 20% 4,70 28,400 
Hotels & Lodgings 21,000 -11% 6,700 60,000 
Movie Theaters __13, 500 _10% ),400 116,000 
Total - Service 718,500 20% - $12,000 
Total - Wholesale _ 230,000 50% 61 $575,000 
Combined Distri- 
bution 2,816, 50 OF ‘ 
L “s. Chamber of Comnerce 
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50 
Plugs Paint and Varnish 


Color comic sections of week- 
end newspapers in Canada are be- 
ing used for the first time to pro- 
mote the paint and varnish di- 
vision of Canadian Industries Ltd., 
Montreal. Ronalds Advertising 
Agency, Montreal, handles the ad- 
vertising. 


ACETATE ENVELOPES 


Rt WORK 3 94 
PHOTOSTAT> * 
CREDIT CARDS ae 
PRESENTATIONS . 
7 


GLENFIELD PL 


35 DE WITT STREET 


Gimbel Continues 
to ‘Outsell’ Macy 


New YorkK—With all affiliates 
of both thrown in, Gimbel Bros., 
Inc., for 1946, again reports larger 
sales than R. H. Macy & Co. 

Gimbel’s sales rose $63,257,490 
/or 27.5% in the year ended Jan. 
|31 to $293,352,489, while Macy’s 
|'volume climbed $59,376,658 or 

27% to $278,692,242 for the same 
| fiscal period. 

Gimbel’s net profit after taxes 
in 1946 was $13,418,851, compared 
with $5,749,283 the year before. 
Macy’s net profit rose in this 
period from $5,045,716 to $10,- 
923,602. 

Although the two stores are 
known chiefly for their headquar- 
ters’ rivalry on New York’s Her- 
ald Square, Macy’s figures also 
cover its Parkchester, New York 
City, store; L. Bamberger, New- 
ark; Davison-Paxon, Atlanta; La- 
Salle & Koch, Toledo, and O’Con- 
nor, Moffatt, San Francisco. 

Gimbel’s figures cover the Gim- 


bel stores in Philadelphia, Pitts- | 


burgh and Milwaukee; Saks 34th 
Street and Saks Fifth Avenue, 
|New York, and Saks Fifth Ave- 


|nue branches in Chicago, Detroit, | 


| Beverly Hills, Miami Beach and 
Palm Beach. 


Knox and Dunlap Launch 
Spring Hat Campaigns 

Hat Corporation of America, 
New York, through Geyer, Newell 
& Ganger, New York, will pro- 
mote the variety of men’s hat 
styles and color-tones. in Knox 
and Dunlap hats in this year’s 
spring campaign, 
under way.. 

Knox will use four-color pages 
in Esquire, Holiday and The Sat- 
urday Evening Post, and two- 
thirds black-and-white space in 
ithe National Jewish Monthly. 
Dunlap will concentrate its cam- 
paign in Esquire. 


WTOB Aired April 22 
Station WTOB, Winston-Salem, 
N. C., began operations April 22. 
It is affiliated with the Mutual 
Broadcasting System. 


now getting | 
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WASHINGTON—Department store 
sales in the U. S. in the week end- 
ing April 19 were again down 6% 
from sales in the corresponding 
week of 1946, Federal Reserve 
Board figures show. The same 
decline was reported for the pre- 
vious week. 

Sales for the latest week gained 
about 2%, however, from the 
week ending April 12. The year- 
to-year changes reflect different 
Easter dates. Easter was April 21 
in 1946. 

All districts except Philadelphia 
(third) showed year-to-year losses 
last week, ranging up to a 15% 
dollar volume decline in the Rich- 
mond (fifth) district. The Phila- 
delphia district had a 5% gain, 
with the city increase at 4%. The 
only other large city showing a 
gain was Louisville, whose sales 
were up 17%. Losses in other 


Ann.” 
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Guard base, 


Toledo has etetrthing—river, bay and good old Lake Erie— 
for the yachting enthusiast. This is, in fact, one of the import- 
ant yachting centers of the Great Lakes, with craft of every size 
from the native little “Nippers” to such famous racing yachts 
as the sea-going yawl “Stormy Weather” and schooner “Irma 
Friendly rivalry among local yacht clubs and those of 
other lake cities reaches a peak in such events as the Annual 
Inter-Lake Regatta at near-by Put-in-Bay in Lake Erie, the 


overnight Mills Trophy race, the 


racing course to Mackinac, and the 


contest for yachts of the “Frostbite” 


class, an annual Maumee Bay event 


... Power 


boating is liberally repre- 


sented by luxury cruisers and work- 


aday craft making profitable trips 


to the Lake Erie fishing grounds, 


Above, “L” class yacht... 
Left, Coast Guardsman 
readying buoy for marking 

channel. Toledo is a Coast 
with several 
hundred area members of the 

Coast Guard Auxiliary. 


d SMAN’s PARADISE 


| his zs loledo 


See ee 


Toledo yachtsmen maintain 
four active clubs — Toledo, 
Maumee River, Bayview and 
Ottawa River yacht clubs... 
Shown above, yachts of the 
popular “Lightning” class off 
the Toledo Yacht Club 
grounds and mooring basin 
near the huge Naval Armory. 


...and this is the 
TOLEDO BLADE 


The busy people of Toledo ... and in 
the prosperous cities and on the rich 
farms of the Toledo Retail Area... 
find abundant 


recreation and amusemeut in this 


opportunity for 


city by the lake. And they are 
accustomed to read the news of 
their favorite sports and attrac- 
tions in the paper that hasbeen 
a part of their daily life for 


sO many years, The Blade. 


Write for 


“This is Toledo” booklet. 


TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED BY MOLONEY, REGAN AND SCHMITT, INC. 
MEMBER OF AMERICAN NEWSPAPER ADVERTISING NETWORK 


Federal Reserve Figures on Department Store Sales 


hired 


fare 


cities included a 26% decline in 
New Haven. 

Using average dollar volume 
'from 1935 through 1939 as a base, 
department store sales, which 


DEPARTMENT STORE 
~ SALES INDEX — 


1935-39 EQUALS 100 


Week to Apr. 19, ’47* p272 
Week to Apr. 12, ’47* .266 
Week to Apr. 20, ’46*.289 
Month of March, ’47.p.274 
Month of March, ’46. .257 


*Not adjusted seasonally. 
pPreliminary. 


dropped from an Easter high of 

| 317 on the index to 266 the second 

| week of April, rose to about 272 

| on the index in the third week. 

| Yr.-to-Yr. % Change 
2-Mo. Wk. Wk. 


Federal Reserve Jan. Apr. Apr. 
district and city Feb. 12 19 
UNITED STATES . 12 —-6 —6 
Boston District ... 12 —9 —il 
New Haven ..... 10 —19 —26 
| BOSten 66.0 ccs. 146-5 —4 
Springfield ...... 4 —13 —238 
Providence ..... 4 -—20 —138 
New York District. 13 — 5 — 3 
NOWSPE  o45.c0cs 6 r—15 — 4 
a e e 7 r4 — 4 
INOW DORR cscnse 14 r-—-6 — 2 
Rochester ...... 15 r5 —6 

| Syracuse ....... 25 2 3 
Philadelphia Dist... 14 — 7 5 
| Philadelphia .... 14 — 8 4 
| Cleveland District 12 r— 7 — 8 
BRPOR. 6.6 ¢iscccs 7 8s —9 
eS 12 —6 —10 
Cleveland. ....... 11 —4 —19 
COIMMBDES ...2-<% 9 —14 —12 
=, ares 12 r-— 3 —16 
| Pittsburgh ...... 16 12 . 
Richmond District. 5 r—18 —15 
Washington .... 0 —15 —18 
Baltimore ...... 5 —19 —10 

|; Atlanta District ... 6 r—4 — 9 
| Birmingham .... 3 5 —12 
po) ee 11 19 — 3 
| Si) rer 3r—13 —13 
New Orleans .... 10 —8 — 8 
Nashville ....... 2 0 —6 
| Chieago District .. 13 r—6 — 6 
} ar 11 —7—i7 
Indianapolis .... 9 —6 — 6 
eres 14 4 — 6 
Milwaukee ...... 7 —8 9 
St. Louis District... 11 — 4 — 1 
Little Rock ..... 6 —20 —21 
Pol) ae 9 —1 17 
Bt. SU a cgcscss 33 oe B 0 

| Memphis ....... 8 —7 —8 
Minneapolis Dist... 17 ° ig 
Minneapolis .... 15 . ° 
ae 23 ° ° 
Duluth-Superior. 12 ° a 

| Kansas City Dist... 9 —7 —9 
| SO ae ehisias 20 4—6 
oi.” ee —4 —17 —23 
Kansas City .... 7 —11 0 
a) 4—S§ —16 
Oklahoma City... 5 — 8&8 —13 
SU dsb San eee 7 0 —15 

| Dallas District .... 11 r— 1 —11 
pO Se 7 —8 —15 
Fort Worth ..... 9 —190 S 
BROUStOE. scccnics 20 —2 — 6 
San Antonio .... 9 35 0 

| San Francisco Dist. 12 r— 4 — 8 
| Los Angeles Area 15 — 6 8 
| GRRE. bcesacess 19 ° . 
San Francisco .. 8 —6 —1l4 
Pag) |) ee 18 —2 - 2 
Salt Lake City.. 15 — 3 7 
GURTIER sccicnese 11 —8 —16 


r—Revised. 
*—Data not available. 


Starts Bobby Pin Drive 

Gaylord Products, Inc., Chicago 
(formerly Hump Hairpin Mfg 
Company), maker of Gayla Hold- 
Bob bobby pins and Gayla Easy- 
Lock curlers, has launched a cam- 
paign for its new Gayla Hold-Bobd 
Supergrip bobby pin, using two- 
color ads monthly in 20 consumer 
magazines and 10 trade publica- 
tions. A direct mail piece ha 
been prepared for jobbers. 


|Replaces ‘Bandwagon’ 
“Rogue’s Gallery,” starring 
Barry Sullivan, will be the sum- 
mer replacement, starting June | 
for “The Fitch Bandwagon, 
which is heard over NBC Sunday 
3:30 p.m., EST. “The Fitch Bana- 
wagon” will return to the air Oct 
5. F. W. Fitch Company, Des 
‘Moines, is the sponsor. 
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| ADVERTISING LINAGE (full run) 
. NEW YORK CITY NEWSPAPERS 
= FIRST QUARTER 1947 


k. Wk. 
or. Apr. 


= Total Advertising. .. 2... . THE NEW YORK TIMES IS FIRST* 
: General Advertising. 2... THE NEW YORK TIMES IS FIRST 
= Financial Advertising ......~. THE NEW YORK TIMES IS FIRST 
: Classified Advertising. 2... THE NEW YORK TIMES 1S FIRST 
= Automotive Advertising»... .. THE NEW YORK TIMES IS FIRST 
: Retail Advertising: .... 2... THE NEW YORK TIMES IS FIRST 
Department Stores... .... THE NEW YORK TIMES IS FIRST 
Men’s Clothing Stores .. 2... THE NEW YORK TIMES IS FIRST 
Women’s Clothing Stores . . . . THE NEW YORK TIMES IS FIRST 
: Shoe Stores... 2... THE NEW YORK TIMES 1S FIRST 
~ Amusements... ...... THE NEW YORK TIMES IS FIRST 
RealEstate. ......... THE NEW YORK TIMES IS FIRST 
a (a WEWS volume, too, The New York Times continves FIRST/ 


Che New Pork Gimes 


e the sul “ALL THE NEWS THAT'S FIT TO PRINT" 


andwagon, 
BC Sunday 
itch Bana- 


*FOR THE 30th CONSECUTIVE YEAR! 
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§2 
. Greeting Card Company, got his) 
Windblown Hat hat back safely after it had been | 
- blown off. The hat was retrieved 
Inspires Debut by G. D. Crain Jr., president of 


Advertising Publications, Inc., 
of Courtesy Card publisher of ADVERTISING AGE. 
CINcINNATI— To various types| When Mr. Shane returned to 
of greeting cards now offered to|Cincinnati, he immediately set 
the public will be added the new|0ut to produce a special “good 
Courtesy Card—all because of a| fellow” card to thank Mr. Crain. 
high wind in Chicago. ‘Sensing the opportunity for mar- 
The idea originated when Bill| keting similar cards, Barker 
Shane, vice-president of Barker Greeting Card Company will pro- 
'duce in quantity the cards in- 
|spired by return of its vice-presi- 
dent’s errant hat. 


VERTISING Flagg Names Basford 

in G. M. Basford Company, New 
*§ | York, has been named to handle 

BECAUSE iT R the advertising of Stanley G. Flagg 

EDIT ED DERS & Co., Philadelphia, manufacturer 

iTS REA 


of fittings. 


Publishers Elect 


Scott-Choate Publishing Com- 


fret he 


Be faa jot ’ 
TOA ,0 Goo we 
~~ &.; a 

4% Toes 
2 >. 


— 


COURTESY INSPIRES CARD—Retrieving a hat in the Windy City during 

Courtesy Week produced a tip of the hat to G. D. Crain Jr., AA publisher, 

and inspiration for a new greeting card by Barker Greeting Card Co., Cincin- 

nati. Here are Chicago's Misses Courtesy, 1946 and 1947, and Ray Bolger, 
dancer, who lent their services to the week's celebration. 


pany, publisher of Plumbing & 
Heating Journal, Bookhout- 
Choate-Scott, Inc., publisher of 
Plumbing & Heating Wholesaler, 
and Edwin A. Scott Publishing 


Company, 
“Metal Worker, all in New York, 
have elected Edwin A. Scott pub- 
lisher. 


Other officers elected are | ager. 


publisher of Sheet|Rufus Choate, president; Robert 
A. Davies Jr., vice-president, and 
Lynn B. Clarke, business man- 


going over big! 


HOUSE BEAUTIFUL 
and only 

House Beautiful 

put over 


a 
a acaseetya® 


we 


Coad 45: 


“BETTER your home... better your LIVING” 


What makes an idea go over? Yes, it’s got to be a big idea to 

start with—but that’s not enough! What makes it really 

Soar is the force behind it! For years, House Beautiful’s alive, 

compelling editorial pages have been convincing homemakers that 

to better their homes means to better their living. 

That’s the activating force in every page of House Beautiful. 

Last year our idea swelled to a mighty crusade! Manufacturers 

swung to ‘‘BETTER your home... better your LIVING,’’ 

and so did retailers, with 5,295,740 lines of their own advertising. 

Going over big? Why, it’s the biggest single promotion 

ever to hit furniture and home furnishings industry. 

We're riding high! Why don’t you come along? 


House Beautiful put it over... and only House Beautiful 
could have, because 37,000 of its paid 

subscribers are influential men and women in 

the trade. These are the people who know the home 
field best, know they must read House 

Beautiful to profit by the desires created in 

House Beautiful’s editorial and advertising pages... 
among 425,000 families who set the 

pace in their communities. 


OUSE BEAUTIFUL 


MAGAZINE 


Advertising Age, May 5, 1947 


June 2 Debut Set 
for Putnam's New 
Springfield Daily 


SPRINGFIELD, Mass.—The Sher- 
man H. Bowles newspapers, strife- 


|ridden for nearly eight months, 


will have a new competitor on or 
about June 2. Roger L. Putnam, 
board chairman of Package Ma- 
chinery Company, former mayor 
and one-time candidate for gover- 
nor, last week announced plans to 
begin publishing the Springfield 
Sentinel at that time. 

Three AFL mechanical unions 
and the CIO American Newspaper 
Guild have been on strike since 
last September against the four 
newspapers represented by Mr. 
Bowles. No break in the labor 
deadlock is seen, with Mr. Bowles 
continuing to publish two of his 
dailies—the News (evening) and 
Republican (morning) —in defi- 
ance of the strike. 


Resident publisher of the Senti- 
inel, Mr. Putnam announced, will 
be Joseph Fiske of Jersey City, 
who has been elected president of 
the paper’s corporation. Mr. Put- 
nam is treasurer. Emil Gauvreau, 
|/one-time editor of Macfadden’s 
Graphic and a newspaper consult- 
ant, has been retained in an ad- 
| visory capacity and may become 
| managing editor. 

Will Be a Tabloid 

Mr. Putnam announced that the 
paper will employ newsmen and 
mechanical forces who were on 
the Bowles papers before the 
strike. The paper, he disclosed, 
will have a tabloid format. 

Meanwhile, there has been no 
further word of the reappearance 
|of the Springfield Sunday Union & 
| Republican, scheduled to bow a 
|week ago. Although display ads 
' had been solicited for an April 27 
| issue, management officials with- 
‘held explanation as to its failure 
|} to reappear. 

The News and Union are ap- 
pearing with pre-strike amounts 
|of display advertising and a rec- 
ord amount of classified. Union 
|attempts to force ad cancellations 
'through secondary boycotts have 
| been unsuccessful. 


‘Sage’s Raving Beauty 
to Get Record Promotion 


Peggy Sage, New York, nail pol- 
ishes, will give its new June color, 
|Raving Beauty, a record promo- 
, tion beginning June 1 and continu- 
| ing for four months, with full color 
advertising scheduled for Charm. 
Cosmopolitan, Glamour, Good 
Housekeeping, Harper’s’ Bazaar, 
Mademoiselle, Photoplay and True 
Story. In addition, a contest to 
find a Raving Beauty among store 
personnel will be conducted, with 
the winner of the grand prize to 
be awarded a trip to Hollywood, 
'a screen test by Paramount Pic- 
tures, and a Hollywood tour ar- 
ranged by the editors of Photo- 
‘play. A $150 cash award will be 
made to each of the first prize 
winners in the department store, 
chain drug and independent drug 
group, and a $50 cash award wil! 
go to second prize winners in 
each of these groups. 

Abbott Kimball Company, New 
York, is Peggy Sage’s agency. 


Westmore Appoints Bloom 


Joseph E. Bloom, formerly an 
executive and a member of the 
executive staff of the Glemb) 
Company, has been appointed 
vice - president and director 0! 
sales and advertising of the Housé¢ 
of Westmore, New York. Henr) 
Hennebeul has been named sales 
manager. 


Appoints Ensign Agency 

F. A. Ensign Advertising 
Agency, Pittsburgh, has been ap- 
pointed to handle the advertising 
of Conneaut Lake Park, Pa., an 
the Hotel Conneaut. 
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75 years of 


Popularizing Science g 


T WOULD be very easy to 
I get sentimental about the 
gentleman pictured in the 
upper right-hand corner 
of this page. Presumably 
he is reading an early issue 
of POPULAR SCIENCE 
Monthly on the eve of se- 
lecting a new and modern 
stereopticon for the family. 
For that was in 1872. 


1876 THE TELEPHONE 


But we shall forego that nostalgic pleasure. With a 
nod in his direction, we had rather tell you what it 
feels like for a magazine to reach three score and 
fifteen years with enthusiasm still rampant, and 
youthful vigor and outlook unimpaired. 
+. * -% 

In the first place, we fee/.young — not difficult for the 
editors of POPULAR SCIENCE Monthly. 


Working in the ever fascinating field of science, 
and in the always fruitful 
field of industry, tying 
them together and explain- 
ing and picturing them for 
“the man who wants to 
know,” it is almost impos- 
sible for us to feel old. 


OH; ty 2, 


—— 


New ideas, new products, 


1903 THE AIRPLANE en 
new applications, new de- 


velopments in aerodynamics, electronics, nuclear 
fission and other scientific and engineering ad- 
vancements keep us on our toes. 

a 
Maybe that isn’t the way to talk on so venerable an 
occasion as a 75th birthday. 


Perhaps we ought to tell you how POPULAR 
SCIENCE Monthly watched and recorded the be- 
ginnings and development of invention since the 
close of the Civil War — the telephone, the type- 
writer, the incandescent light, the phonograph, the 
motion picture, the automobile, the airplane, the 
radio, television and the other marvelous things 
which have made the United States the wonderland 
of the world. 


A touch of boastful pride might be in order about 
how POPULAR SCIENCE Monthly has inspired 
and encouraged three generations of young men to 
become know-how men themselves — men like Bell, 
Edison, Steinmetz, Ford, Kettering, Langmuir and 
other titans of science and 
industry. 


Or we might point out that 
today’s POPULAR SCIENCE 
Monthly is no more like that 
first issue than a beautiful, 
streamlined 52-passenger 
DC-6 is like the beloved old 
crate of Kittyhawk fame. 


POPULAR SCIENCE 
M“forcity 


353 FOURTH AVENUE, NEW YORK 10 


THE NEWS-PICTURE MAGAZINE OF SCIENCE AND INDUSTRY 
NEW YORK - CHICAGO - CLEVELAND - DETROIT - LOS ANGELES - SAN FRANCISCO 


Edward Livingston Youmans, 
who started POPULAR 
SCIENCE Monthly in 1872, 
established the policy of the 
new magazine in these 
words: “The growing im- 
portance of scientific knowl- 
edge to all classes of the com- 
munity calls for more eff- 
cient means of diffusing it.” 


1947 SMASHING THE ATOM 


After a year of publication he was gratified to be 
able to state that his magazine had a circulation of 
12,500 copies. That was a lot in his day. 


We are equally gratified to tell you that the present 
circulation of POPULAR SCIENCE Monthly is over 
a million. That’s a lot of circulation any day, espe- 
cially for a magazine read by men. 


* * x 


Today, more than ever, POPULAR SCIENCE 
Monthly is made for “the man who wants to know” 
how things are made, what they are made of, and 
what makes them work; wants to know what is 
happening in the world of science and industry 
and what is likely to happen next. 


Pick up a copy of POPULAR SCIENCE Monthly 
—read it—and we teel sure you'll have hard work 
to believe that we’ve been popularizing science tor 
75 years. Science never grows old —why should we? 


. », wrouet SCIENCe 
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Lists Sales Changes 


A. C. Hopkins Jr., formerly 
with General Chemical Company 
and Commercial Solvents Corpo- 
ration, has joined American Maize 
Products Company, New York, as 


manager of the chemical division | 
O. C.| 


of the sales department. 
Peterson has been promoted from 
southern’ district manager to 
supervisor of bulk sales in the 
central division. Charles C. Davis 
succeeds Mr. Peterson, with head- 
quarters in Atlanta. 


let eur staff of ARTISTS, COPY- 
WRITERS, MERCHANDISING and SALES 
PROMOTION EXPERTS Help You 


Double Your Sales 


ss We Specialize Im MAGAZINE, 
a NEWS PAPER, RADIO and 


COME In And TALK 
Your Problems Over 


300 SOUTH LOS ANGELES ST. 
LOS ANGELES.13 PHONE V 


‘Country Book’ 
Revises Format, 
Goes to 50 Cents 


| New York—Country Book, “The 
|Seasonal Magazine of Country 
| Living,” a quarterly founded in 
1/1940 by Erwin Swann and pub- 
lished for the last three years by 
Editorial Publications, Inc., has 
reverted to its original founder 
and undergone extensive reorgan- 
ization. 

With the spring, 1947, issue, the 
magazine passes from a digest 
form to a full-size, 8%x11% for- 
mat, with four-color cover, in- 
creased artwork and photographs, 
and a price per issue increase 
from 25 to 50 cents. 

The space devoted to digest ma- 
terial selected from hundreds of 
|farm magazines, which accounted 
\for from 30% to 40% of the old 
| magazine, has been reduced to a 
| single section of less than 10% in 


the new magazine, and emphasis | present, with consumer publica- 
will be mainly on original ma-| tions to follow. 


| terial. 


Country Book readers consist 
| chiefly of “gentlemen farmers,” a 


|spokesman for the magazine told | 


|AA. The magazine has a circula- 
tion guarantee of 30,000. Mr. 
Swann is editor; Richard E. Pass- 
more, formerly with the Jaques 
Cattell Press here, is managing 
editor. Editorial offices are’ at 41 
W. 47 St. 


U. S. Steel Ups Cushing 


John C. Cushing, in the indus- 
trial relations department of United 
States Steel Supply Company, 
Chicago, subsidiary of United 
States Steel Corporation, has been 
appointed director of industrial 
relations, succeeding J. W. B. 
Foringer, who has resigned. 


‘Ventnor Boat to Packard 


| Ventnor Boat Corporation, At- 
|lantie City, N. J., has appointed 
|Packard Advertising Agency, 
Philadelphia, to handle its adver- 
tising. Marine and trade pub- 
|lications will be used for the 


Dr. Lyon’s Premium 
Extended to May 18 


The R. L. Watkins Company 
division of Sterling Drug, New 
York, will extend its premium of- 
fer for Dr. Lyons tooth powder 
until May 18, with insertions in 
the Sunday comic sections of the 
42 newspapers comprising the 
Metropolitan Group. Radio pro- 
motion of the premium on the 
company’s five-days-weekly ABC 
network show, “Bride and 
Groom,” and on the five-days- 
weekly NBC network program, 
“Back Stage Wife,’ ended April 
29. The premium gift, a fleur-de- 
lis chatelaine, may be obtained 
for 25 cents plus a Dr. Lyons box 
top. 

Thompson-Koch, New York, is 
the agency. 


AAAN Adds Four | 


Affiliated Advertising Agencies | 
Network, San Francisco, has added | 


the following to its membership: | |<: 
Adam F. Eby & Associates, Buf-|  *"' 


falo; Doyne Advertising Agency, 
Nashville; Arthur Towell, Inc., 
Madison, Wis., and Hopcraft-Kel- 
ler-Scheifle, Detroit. 


peopie 


BELONG TOGETHER 


LIKE A TEAM OF HORSES! 


Scales managers route their men where sales oppor- 
tunities are greatest. That's why in the Pittsburgh 
market they travel their salesmen beyond the city 
limits. They know there's no other way to sell the 
declers in the neighboring 144 cities and towns 
who serve two-thirds of the market's 3,000,000 


@ The Post-Gazette has the 


lorgest circulation of any 


Pittsburgh daily newspoper! a: Zi > * 2 YL; Le Z 4 


REPRESENTED NATIONALLY BY MOLONEY, 


One of Americas 


Your advertising won't stop at the city limits of 
Pittsburgh either, if you concentrate in the Post- 
Gazette. It's the only daily newspaper that will 
help your salesmen sell the million centrai city 


folks—then travel with them 


effectively to help 


sell the market's two million suburbanites. 


Great Newspapers 


REGAN & SCHMITT, 


POST-GAZETTE 


INC. 
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IN ST. LOUIS IT'S KROGER 
FOR BETTER VALUES ON 


Nationally 
Advertised Brands 


BORDEN'S CHEESE | VERMONT MAID | PEPSLCOLA 
Of wHEAT HUNTS SAUCE 
SALT ARMO 


wOODBUFY S SOaP 
SUNSWEET PRUNES CANADA ORY 


sw ° 

TENDER LEAF TEA =| LUCKY STRIK 
GILLETTE BLADES 
DOLE PINEAPPLE if 


x 
| HORLICK'S 
? SLO 
SWAN SOAP QUAKER OATS MAXWELL HOUSE pony gg 
RENEX FRENCH'S MUSTARD | WHITE ROCK SODA SHINOLA 
SCOTTISSUB CAMEL Pali MALLS 
WELCH is DERBY FOODS FE SAVERS ‘“ te 
FEBUOY SOAP | VELVEETA GEM BLADES ‘Come (er 
OO GOLDS SMITH BROS. PHILIP MORRIS 4 
£at GUM WINDER CAMPBELLS Kreger rs 
CERIO SUNKIST | 24 ANSDOWN 
JOEN'S | WRISLEY'S SOAP | AI SAUCE o= prandoat 
MorTT’S | MODESS CLARK GUM fenouh 
wet | CHESTERFIELD SHEFFORD CHEESE 
prs CHASE BSANBOAN | IDEAL DOG FOOD 2 
ERBERS jerrz PALMOLIVE SOAP pric 
I Pat BLADES | sortasux 


BOOSTS NATIONAL BRANDS—This 
copy, part of the “Democracy of 
Brands” drive being jointly boosted by 
the Kroger Co. and Life in 2,600 Kro- 


| ger stores in 18 states, appeared in 


Kroger, ‘Life’ 
Jointly Boost 
National Brands 


CINcINNATI—The Kroger Com- 
|pany, once one of the strongest 
| advocates of private brands, has, 
‘in cooperation with Life, un- 
|leashed a powerful promotional 
project for nationally advertised 
brands in about 1,500 cities and 
towns in 18 midwestern and 
| southern states. 

Newspaper ads, most of them 
half pages, appeared in 1,168 daily 
and weekly newspapers, and 1,000 
radio announcements also were 
/used. Newspaper copy, as well as 
store pieces, carried the red-and- 
white “Advertised in Life” banner 
with the exception of the Chicago 
Tribune, which does not allow ad- 
vertisers to use the phrase ‘“Ad- 
_vertised in.” Tribune space for 
|Kroger carried the words, “As 
| Featured in Life.” 

The 2,600 stores participating 
jin the ‘People’s Choice. . . The 
'Democracy of Brands” drive, car- 
ried material identifying each 
item that was advertised in Life 
during the preceding six months. 
‘Employes wore promotional lapel 
badges, while reprints and en- 
largements of Life advertisements 


were displayed throughout the 
stores. 
Follows Two-week Test 
The project followed a two- 


week test period in a cross section 
of Kroger stores during the latter 
part of January. 

Newspaper ads during the pro- 
motion devoted their entire space 
to Life-advertised brands as well 
as a large reverse cut with a ben- 
day background showing various 
brand names. 

Kroger frankly admits that al- 
though there is sometimes greater 
profit in private brands, the fac- 
tor of turnover is sometimes over- 
looked. Kroger implied that there 
is greater demand than ever for 
nationally advertised brands, and 
that by satisfying that demand 
Kroger can “move merchandise 
through the stores—fast.” 

Although Life received fully as 
much notice in the promotion as 
Kroger, representatives of Life 
told AA that no part of the cost 
of the newspaper campaign was 
borne by Life. 


Appoints Smith 
Lee H. Smith has been ap- 

pointed sales manager of Beech 

Aircraft Corporation, Wichita. 
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Reliance Breaks 
‘Middle-Pricers’ 
Apparel Copy 


Cxuicaco—Reliance Mfg. Com- | 
pany, maker of Reliance men’s and | 
boys’ apparel, is using the most 
extensive ad campaign in the 
company’s history to boost what it 
terms its “middle-pricers” to meet 
demands of buyers who want! 
medium-price merchandise. 

J. W. Champion, vice-president 
in charge of advertising, said that 
many of the brands with nation- 
wide recognition are priced for | 
the upper income group and that) 
the mass market is being neg- 
lected. | 

The campaign, which is in two} 
sections—one for men’s wear and 
one for boys’—will carry the fa- 
miliar Reliance slogan, “Fine, 
quality need not be expensive.” 

The men’s program is built | 
around full and half-page inser- 
tions in color and also black and 
white, in Collier’s, Esquire: and 
Life, with 


une’s Sunday Grafic section, the 
New York Times Magazine and 
This Week Magazine. 

The boys’ wear program is 


scheduled for Good Housekeeping, | 


Life, Parents’ Magazine arid This 
Week Magazine, as well as special 
insertions in the New York Times 
and Chicago Tribune Sunday sec- 
tions. Copy also is scheduled in 
Apparel Arts, Boys’ Outfitter, 
Daily News Record, Men’s Wear 
and Merchants Trade Journal. 

Dealer helps, including window 
and counter displays, and news- 
paper ad mats will be sent to 
dealers to tie in with the national 
campaign. 

Ruthrauff & Ryan is the agency. 


‘Digest’ Rates Ad Art 
in New Contest 


Reader’s Digest has started an 
advertising art contest. A repre- 
sentative panel of art directors 
will review advertisements in the 
Spanish edition and select the five 
“most attractive.” The art direc- 
tors responsible for the ads ranked 
first, second and third will be 
given round-trip tickets to Mex- 
ico, Puerto Rico and Havana. 

The judges are Arthur T. Blom- 
quist, vice-president of J. Walter 
Thompson; William _ Stroshal, 
vice-president, William Esty & 
Co.; Jack Tinker, vice-president, 
MecCann-Erickson, and Elwood 
Whitney, vice-president, Foote, 
Cone & Belding. 


Bakery Uses Television 


Purity Bakeries, Chicago, for 
Taystee bread and Grennan’s 
Cook Book cakes, is sponsoring 
television broadcasts of the Car- 
linals’ and Browns’ baseball 
games over KSD-TV, the St. Louis 
Post-Dispatch station. The sched- 
le calls for three games each 
week, to be televised from Sports- 
man’s Park. Young & Rubicam is 
the agency. 


supplementary ads 
scheduled for the Chicago Trib-| 


A Successtul TEXTILE BRA 


Must Have 


Whether you’re building a brand 
for a textile yarn or a man’s suit 


Industry -Wide Recognition 


weather-proof finish or a shirt . . . a button or sheets 
and pillow cases . . . you must sell the whole industry from 
producer to retailer. For only industry-wide acceptance can establish 
a brand in the closely-knit, interrelated community known as the textiles, 
domestics, men’s and boys’ wear field. That’s why your textile brand advertising 
must appear in DAILY NEWS RECORD. The RECORD reaches every strata of the industry 
... from producer to retailer . . . every business day. It is read by top executives . .. men 
who set policy, who make decisions. Your brand advertising in DAILY NEWS RECORD 
thus goes direct to the men whose recognition, in itself, constitutes textile brand acceptance. 
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“TEN CENTS 23 a. 


BRITISH COLUMBIA 
PULP PLANT TO BE 
BUILT BY CELANESE 


Unit to Cost $15 Million 
Plans for coestruction of « pulp 
Plent in British Columbia, the first 
such plant to be owned by a textile 


Pulp wood for the plent will be 
Provided through « management 3) - 


Delta Cotton Council | 
At May $ Sathe=°8| ANDERSON WRITES actif 


WASHINGTON, Maren 12 — | 


By JOHN T. NORMAN 


committee stating that bis doy wt-| the 
[ment favored the use of in ort} Toland 


RS 00, L1D,, 


Woodberty Mills, Ino, 


sharply tor the year ended Dec. 31, qoauns on such products as woal or 
1946, to $1,995,673 etter charges and! cotian where quote restrictions ran 
provision of $1208. 


prevent undue inte cer- | pox 


| quotas om 7 ark - 
S's |PROFIT AND SALES ewe cae ne | SS 


Mz, Andresen vend two pate-| or 55 
yester 


, aured . 
OF MOUNT VERNON, S27" %-'comnivne‘Sct fson 
& request from reporters that they 
m tee allowed to see it. Me seid oe NEW 
ERRY GAIN Mr. Andetson was now on record 
in favor 


of import quotas in connec- ; 
Htlom with HR-IRZS which wes in- $7 58 
at the request of the Ag- ve 


| troduced 
«| Mets $1,995,673 on $33,742, | riculkwre Department by Committee 
irman Clifford R. Hope | THAN 


565 im 1946 Against $831, | fan one 
450 on $29,508,392 


is temporarily out of | 


Net income of Mount Vernon. | 1825 were 
increased 


would grab wae of import 


larch 
vers 


passed present form 
|the teat four lines of the Jegisterion | Equals $4.74 Per 
tit the 


Truman to Adres |AGRIOULTURE.DEPT.|Box Car Shorage RAILROADS CLAP 
So ot Mani so BIG WOOL STORAGE 


ppers 


In textiles, building a brand re- 
quires continuous trade advertis- 
ing. Here are six of hundreds of 


brands that are advertised regu- 


larly in DAILY NEWS RECORD. 
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BILL ON HANDLER 


ws Recor 


FAIRCHILD PUBLICATIONS 


FAIRCHILD BUILDING—NEW YORK 3, N Y 
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Two Name Cory Snow (Names Kameny Agency FEssso Introduces 


Cory Snow, Inc., Boston, has} The Boynton Company, New 


been named to handle the adver-;| York, exclusive mail order dis- Flying Showroom 


tising of Henry Hanger Company |tributor of Henry Rosenfeld cos- : 

of America, New York manufac- | metics, has appointed Seymour, New York—A flying showroom 
turer of plastic and wood hangers,| Kameny Associates, New York, to! of automotive and aviation acces- 
mannequins, lingerie displays, etc., | handle forthcoming direct mail sories, manned by a crew of five 
and Cadet Laboratories, Worces-| and magazine advertising cam- and carrying 10 representatives of 
ter, Mass., manufacturing chemist. | paigns. _Atlas Supply Company and Stand- 
-ard Oil Company (New Jersey), 
|is on a six weeks’ tour of 13 prin- 
‘cipal cities in South America and 
the Caribbean area. 

The plane, christened the Esso- 

| Atlas Sky Merchant, is a con- 
_verted C-54 which recently made 
extensive trips covering major 
cities of the U. S. and Canada. Be- 
lieved to be the first aerial dis- 
'play plane of its kind, it is fitted 
ito exhibit the full line of Atlas 
products, including tires and bat- 
/teries and other items distributed 
|/in South America solely by affili- 
lates of Jersey Standard. 

The plane is open to public 
|inspection at each stop, is one 
of the first two planes to be 
| equipped with a sky-to-shore 
| telephone, and can serve as a fly- 


MONRor 7080 


OFFICES IN PITTSBURGH AND NEW YORK 


ing theater, being equipped with 
a sound projector. Special indus- 
try films produced by Atlas and 


translated into Spanish and Portu- | 
guese will be shown to local deal- | 


ers in aviation and automotive 
products. 


Buys Martin & Martin 
Help, Inc., Chicago, maker of 
Help cleaner and water softener 
and Drain-E-Ze drain _ pipe 
cleaner, has purchased the assets, 
trademarks, etc., of Martin & 
Martin Fast White, Martin’s Re- 
finish and other leather finishes 
manufactured by Martin & Mar- 
tin, Chicago, and is planning na- 
tional promotion for the products. 
New offices of Martin & Martin 


are at 122 W. Kinzie St., Chi-| 


cago 10. 


Plugs Electric Ranges 

Electromaster, Inc., Detroit, 
through Grant Advertising, De- 
troit, will launch a consumer, 
farm and trade publication cam- 
paign for Electromaster electric 
ranges. Plans also are _ being 
made for the use of newspaper 
and outdoor advertising. 


OWLY ONE CAHN BE FIRST 


You can read no truer words than these: The Times-Star 
leads in Cincinnati in Department Store Advertising. In 
1946 the Times-Star was first in 28 classifications, more 
firsts than all the other Cincinnati newspapers combined. 
Paper A led in 12, with 7 for Paper B, and 3 for Paper C. 
Read the Total Department Store statistics below. They'll 
help you form an important decision about newspapers 
in the Greater Cincinnati market. 


CHICAGO |, ILLINOHS 


WEW YORK 17, NY. 
60 Eost 42nd Sweet 
Albert H Porker, Mgr 


WEST COAST REPRESENTATIVE 
John E. lutz, Chicago 11 
435 North Michigan Ave. 


MEMBER OF THE AMERICAN 


333 North Michigan Ave 
WEWSPAPER ADVERTISING NETWORK 


Fred D Burns, Mar 


HULBERT TAFT, 
President and Editor in-Chief 
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Stam IRON ROOFING CO. 
Sourtrat Bone 


o avenues ame 


HOLIDAY WITH PAY—Southern States 
Iron Roofing Co., Savannah, Ga., an- 
nounced "Family Day,’ a paid get- 


together at its Savannah plant, in this 
newspaper copy, which appeared 
throughout the territory where South- 
ern States offices and warehouses are 
| located. Gray & Rogers, Philadelphia, 
hand'es the account. 


Company Explains 
Its Troubles to 
Workers’ Groups 


CONNERSVILLE, INp. — Problems 
of its management are being 
shown to 2,500 employes of the 
American Central division of 
Aviation Corporation, maker of 
American Kitchens, in a series of 
meetings which began in mid- 
April. Principal aim of the series 
is to make employes realize their 
integral part in the company’s 
success. 

Eric O. Johnson, assistant gen- 
eral manager, is describing to the 
workers the job of maintaining 
proper balance among investors, 
customers, management and em- 
ployes. To build workers’ interest 
in maintaining economy of opera- 
tion, he pointed out that in ask- 
ing for lower costs, he didn’t mean 
‘necessarily lower wages. Instead, 
' Mr. Johnson said, efficient manu- 
|facturing could eliminate waste- 
ful practices, such as the $30,000 
in scrap which the company paid 
for during the month of March. 
Employe care could greatly re- 
duce this expense, and would aid 
'in making the company better 
|able to supply goods at a mini- 
mum cost. 

The workers also are learning 
| how investors in the company ac- 
cept only small returns on their 
money in order to allow the com- 
pany to advance. 

Speakers repeatedly are ham- 
mering away at the theme that 
cooperation among all depart- 
ments would result in successful 
‘operation. Mr. Johnson also 
| stressed the use of market analy- 
|sis, adequate advertising and 
|elaborate sales training as vital 
to the company’s success. 

The current series of meetings 
covers five days, with five meet- 
ings daily attended by 150 work- 
ers. Additional meetings are 
scheduled every 90 days. 


Armour Tests Program 


Armour & Co., Chicago, has be- 
gun sponsoring the Everett Mit- 
chell program at 6:15-6:45 a.m., 
Monday through Saturday, on 
WMAQ, Chicago NEC station, to 
encourage farmers to sell live- 
stock to Armour. The program, 
signed for a year, may later be- 
come a network show. 


Whiting Uses Video 

Using television for the first 
time, Frank M. Whiting Company, 
division of Ellmore Silver Com- 
pany, Meriden, Conn., promoted 
its new Princess Ingrid sterling 
over WABT, DuMont television 
station in New York, on April 30, 
| 8-8:30 p.m. Edward Owen & Co., 
| Hartford, is the agency. 
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Drug Makers Face 
Buyer's Market, 
More Competition 


Boca RaATON, FLta.—The buyer’s 
market “is upon us—and most of 
us are glad,” said James L. Rogers 
of Pitman - Moore Company, In- 
dianapolis, president of American 
Pharmaceutical Manufacturers, at 
the group’s 40th annual meeting 
here last week. 


The “new competition” both 
within the industry and from 
other industries, speakers em- 


phasized, can be met by improved 
research, sales, advertising and 
public relations methods. 

For one thing, Mr. Rogers 
pointed out, “there has been a 
tendency on the part of manage- 
ment not to pay fair and adequate 
salaries to salesmen. The results 
of this kind of thinking have been 
dire... 


Stresses Employe Plans 


“We cannot stress human rela- 
tions too much in dealing with 
our own people. As an industry 
that is primarily interested in the 
welfare of humanity, we should 
be leaders in instigating plans for 
the comfort, convenience, health, 
prosperity and future of our em- 
ployes.” 

He urged hospitalization plans, 
covering also surgical and medical 
care, as “a must in our industry.” 

“If we. are to keep medicine 
free from governmental domina- 
tion, we must use every voluntary 
means to help our people to better 
health” and support plans to edu- 
cate the nation as a whole along 
these lines. 

Mr. Rogers believed that Con- 
gress would “act favorably upon 
proposals to provide for a new 
cabinet post,” Secretary of Health. 


Explains Promotion 


Mrs. Helen Haberman, execu- 
tive vice-president of William 
Douglas McAdams, Ine, New 
York agency, told how the manu- 
facturers can “raise promotion 
sights without increasing budgets.” 

From 1941 through 1946, she 
said, 1,017 new products were re- 
leased in this “ethical drug” in- 
dustry, with 265 in 1946 alone. To 
gain doctors’ interest In and use 
of new products, while still sup- 
porting elder products, “important 
secondary support (to personal 
‘detailing’) can come from a pro- 
gram of direct mail, sampling by 
mail, or medical journal adver- 
tising” or all three, she said. 

“At the same time, direct mail 
and other means may be called 
upon to take a primary role in 
promoting older major products.” 


Details Average $4-5 


Each detail, or call on a doctor, 
Mrs. Haberman explained, costs 
from $4 to $5. The detail man 
“must spend his time with key 
physicians, concentrating on key 
products.” Prewar, 25% of physi- 
Clans had 75% of the practice. 
This proportion is believed to ob- 
tain today. 

3y using direct mail and sam- 


in failure to “coordinate manu- 
facture, sales and research.” One 
company spent $50,000 on re- 
search to develop “an efficient 
contraceptive,” he explained, only 
to have the board of directors 
“veto the whole thing.” 


RKO Television Moves 


RKO Television Corporation has 
moved its executive offices to the 
Pathe building, 625 Madison Ave., 
New York. 


Malone Appoints Four 


E. W. Beck, formerly with 
Wenger Studios, Cleveland, has 
been named head of production 
and media of Norman Malone & 
Associates, Akron, succeeding G. 
Earl Moore. Warren W. Gerber, 
formerly with B. F. Goodrich 
Rubber Company, has joined the 
creative staff, and R. Tobey Clark, 
formerly with American Associa- 
tion of Advertising Agencies, New 
York, has joined the agency as a 
creative writer and assistant to 
N. E. Malone in contacting new 


, § eee 


accounts, succeeding R. L. Baum- 
gardner. Robert S. Kenyon has 
been appointed to handle pub- 
licity and public relations. 


Leaves McGraw-Hill 


Sherwood D. R. Smith, regional 
vice-president and former man- 
ager of the Atlantic district of 
the McGraw-Hill Publishing Com- 
pany, has resigned, effective May 
1, to live in Greenville, Mich., 
where he owns the Greenville 
Daily News. Mr. Smith has been 
with McGraw-Hill for 20 years, 


serving as western manager of 
Business Week until January, 
1944, when he was transferred to 


New York to assume his present 
post. 


HOW TO KEEP. 
YOUR EMPLOYES 


Is it worth $5 per year per person to reduce the 
turn-over in your employes under present condl- 
tions? Then, send for full details of a simple plan 
which may make a bigger immediate hit with your 
yeep men hospital plans, or group insurance, 
or even retirement pensions. Write me today. Ma 
Hunter, 1310-A, Chicago Avenue, Evanston. Illinois 


pling in addition to detailing, “a | 
house with 30 detail men intro-| 
‘ed a new product in a crowded 
eld... in only six months.” 
She urged better planning in| 
e and integration of media. In| 
1939 doctors received 666 mailings | 
rom ethical manufacturers; in| 
1946 they received 1,159, or nearly | 
‘wice as many. “That means that | 
every doctor receives 96 mailings 
a month or 24 a week. From some | 
ouses he receives more than one 
Piece a week.” All this necessi- 
tes “better written mail.” 
)r. Martin Lasersohn, vice- 
President, Winthrop Chemical 
Company, New York, cited wastes | 


While HYGEIA has more than dou- 
bled in circulation during the past 
five years, its rate per thousand has 
defied the general price trend and 
has dropped from $4.31 in 1941 to 
$3.15 today—a gain to the advertiser 


of 36%! 


ORE than 2,700,000 waiting patients now read HYGEIA, the Health 


Magazine, every month in doctors’ reception rooms. 


teat . a] 
he 


Pn 


With the U. S. birth census for 1946 standing at an all-time high of 3,000,- 
000, HYGEIA’s reception room readers inevitably include a vast audience of 
mothers and mothers-to-be. Here is a rich and receptive market for a full range 
of infant products, from cereals to diapers — an infant health-conscious market 
reading af a time and in surroundings conducive to infant product acceptance. 


Thus the influence of mother-doctor contact is added to the already high 
acceptance value of every statement on health appearing in HYGEIA — both 


approved advertising and authoritative articles by doctors, nurses, dentists and 
dietitians. 


You can utilize HYGEIA’s ready acceptance power in the infant health field 
to sell your product to the mother market. 


NEW READERSHIP DATA is available now. Simply address— 
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39 States Plan $4,000,000 
Advertising Expenditures 


(Continued from Page 1) 
lina, probably Oregon, Pennsyl- 
vania, South Dakota, Vermont, 
Virginia, West Virginia, Wisconsin 
and Wyoming. 

Reducing are Massachusetts, 
New Jersey and Washington. 


Several Still Undecided 


Undecided are Alabama, Con- 
necticut, Florida, Georgia, [Illi- 
nois, Iowa and Oklahoma. Florida 
—largest state advertiser of all— 
probably will continue to spend 
$500,000 annually. 

Nearly all of the states which 
advertise are spending more 
money at it than before the war. 

Most of the governors of these 
states apparently take seriously 
their functions as state advertis- 
ing directors. 

Many a pun has been made on 
what the governor of North Caro- 
lina said to the governor of South 
Carolina. But the fact is that the 
Carolinas, like a lot of other 
states, are much busier telling the 
world. Gov. R. Gregg Cherry of 
North Carolina reports a doubled 
appropriation of $205,000, for the 
year starting in July, and writes 
AA a 1,000-word report of the 
program’s progress since 1937. 
And Gov. J. Strom Thurmond of 
South Carolina boasts a $107,000 
budget—none of it to be spent in 
South Carolina! 


North Dakota Absent 


On the other hand, while South 
Dakota is a vigorous and growing 
advertiser, North Dakota doesn’t 
advertise at all. 

The findings: 

Alabama’s budget is being pre- 
pared for submission to the leg- 
islature when it convenes this 
month. 

Arizona, reports Gov. Sidney P. 
Osborn, will continue to confine 
its efforts to $100,000 annually for 
“Arizona Highway Magazine.” 
Phoenix and Tucson are national 
advertisers. 

Arkansas divides $20,000, 60% 
for tourists, 35% industries, 5% 
homeseekers. Hot Springs also 
advertises nationally. “Come on 
down for the fishing,” says Gov. 
Ben Laney. 


Non-State Groups Advertise 


California’s promotional re- 
sponsibilities are assumed not by 
the state but by such organiza- 
tions as the All-Year Club of 
Southern California, Los Angeles, 
and Californians, Inc., San Fran- 
cisco—and the movie industry. 

Colorado’s Gov. William Lee 
Knous sought $300,000 for the 
next biennium but was given 
only $100,000—probably divided 
20% for the administration, etc.; 
20% industrial; 12144% agricul- 
tural and livestock; 47144% travel. 
Three separate agencies handle 
the account. Among communi- 
ties, Denver spends $29,000 and 
Colorado Springs $45,000 for na- 
tional advertising. 

Connecticut has not approved 
its new appropriation. In the past 
two years it has spent $50,000 
annually for space—90% indus- 
trial and 10% recreational, through 
Albert Woodley Company, New 
York. Industrial response is re- 
ported good and surveys showed 
that each advertising dollar 
brought $219 in “vacation sales.” 

Delaware does not advertise. 


Florida Plans $500,000 Annually 


Florida’s legislature 
April 8. “If the present budget 
is approved,” writes Gov. Millard 
F. Caldwell, “$500,000 will be 


magazines, outdoor, radio, motion 
pictures and booklets. In addition, 
such communities as Jacksonville, 
Miami, Miami Beach, St. Peters- 
burg and Tampa advertise ex- 
tensively. 

In its first 15 months, the 
Florida program drew 250,000 in- 
quiries. Gov. Caldwell credits it 
with helping the state to lead the 
nation in number of new corpo- 
ration charters issued, per capita; 
increasing bank debits in six of 
the state’s largest cities by 24%; 
boosting gasoline sales to record 
levels; attracting new farmers. 
The state’s account is handled by 
Allied Advertising Agencies of 
Florida, Inc. 

None of Georgia’s governors 


crombie, acting director of the 
Agricultural and Industrial De- 
velopment Board, says that the 
state plans to continue its cam- 
paign. “The board is being re- 
organized and no breakdown fig- 
ures are available,” he adds. 


Idaho Joins Ranks 


Idaho, long a successful product 
advertiser for its potatoes and 
onions, is joining the tourist ad- 
vertisers with a $50,000 annual 
appropriation. The state expects 
$50,000,000 of tourist business this 
year. North Idaho Scenic Land, 
Inc., Lewiston, spends about $30,- 
000. 

Illinois may decide to continue 
advertising, though the budget has 
not been set. It spent $150,000 
during the past biennium. 

Indiana’s annual budget has 
just been expanded from $20,000 
to $91,150 for the next biennium, 
reports Paul M. Ross, executive 
director, Department of Com- 
merce and Public Relations. Tour- 
ist advertising will be added to 
the present industrial program. 
Pettinger-Harding, Inc., Indian- 
apolis, will continue to handle in- 
dustrial, and a new agency will 
be chosen for tourist. The in- 
dustrial campaign, mainly in “ex- 
ecutive” magazines and news- 
papers, is credited with having 
brought 300 industries employing 
30,000 people, since V-J Day. In- 
diana electric and gas utilities 
have contributed $46,000 to this 
campaign. 


Iowa Plans Undecided 


Iowa has been spending $12,000 
for industrial advertising, through 
Ambro Agency, Cedar Rapids, but 
the legislature, at this writing, has 
not approved plans for the new 
fiscal year. Davenport and Water- 
loo have community campaigns 
under way, but mainly in news- 
papers in their areas. 

The current Kansas campaign 
will end in July and “at the pres- 
ent time indications are that there 
will be no legislative appropria- 
tion for advertising,’ writes J. R. 
Hall, publicity director, Kansas 
Industrial Development Commis- 
sion. In the year August, 1946- 
August, 1947 this campaign has 
been financed chiefly by the 
Kansas Development Foundation. 
In the two years since July l, 
1945, the commission will have 
spent $26,818 of state funds. 


$5,000 for national 
This, however, will be augmented | 


Kentucky’s $35,000 budget, 
starting July 1, will include only 
advertising. 


by a fund being raised by the 
State Chamber of Commerce for 


convened | 


industrial promotion. 


Louisiana Emphasizes Industrial 


Louisiana will divide $40,000 


'a bit more heavily ($25,000) on 


spent per annum on industrial,| the industrial than the tourist 


agricultural and tourist advertis- 


ing” in the calendar year 1948 in| New Orleans, 
the same media: Newspapers, | count. In addition, New Orleans 


side, with Walker, Saussy & Co., 
handling the ac- 


replied directly, but R. F. Aber-. 


Advertising Age, May 5, 1947 


How Income oF US Famities HAS CHANGED | % DisTRIBUTION OF US FamiLiés By Income GRouPS 
VAN./,1939 to JAN.11947 AS OF JAN 1 EACH VEAR 
13 URBAN FAMILIES ALL FAMILIES 
2 40%| |s9n| | 96% 
1939 TT Ge 
i : 
“ | BB 9497 - a 
S70 : be 
a 9 : 
x, 
NY L 2 
wW 7 SS B F 
dS e Z g 
6 A Z 
~s EB wane 
5 
s : ‘ 
4 ee ; \ 
S : 275% \ 
be 3 8 ‘\ 
BS 2 mand 
Sz ve 
: a 1.67% = 40 Bi 
Bae ee ce 4 1939 19461947 1939 
OVER $3000. $2000 $1000- um [over #5000 $5000-$3000 ES 
$5000 $5,000 $3000 $2000 #000 £2000 +1000 
SOURCE: MACFADDEN PUBLICATIONS WC 


CHANGING PATTERN—Macfadden Publications’ estimates of income breakdown of American families as of Jan. |, 1947, 
show startling changes in the pattern from prewar years. 


is launching a $200,000 campaign, 
and Baton Rouge, Shreveport, and 
possibly Alexandria, Lake Charles 
and Monroe, may run campaigns. 

Maine will spend $64,000 for 
tourists and $16,000 for industries 
—respectively in magazines and 
metropolitan newspapers, and in 
business and “executive” papers, 
through Brooke, Smith, French & 
Dorrance, New York. 

Maryland will not advertise. 

Massachusetts—despite the find- 
ings of Joseph P. Kennedy and 
others that the commonwealth 
should spend $1,000,000 annually 
to replace lost industries—is suf- 
fering from contraction of the 
budget. The budget for indus- 
trial, recreational and agricultural 
promotion will be halved, to $100,- 
000, in the fiscal year starting 
July 1. Agency and media for the 
new program have not been de- 
cided. 


Michigan Maintains Pace 


Michigan’s Gov. Kim Sigler re- 
ports that the expenditure for 
tourists will be $250,000 and for 
agricultural products $75,000. 
These respective figures compare 
with $100,000 and $25,000 in 1941, 
and are about the same as for 
the current year. Funds are al- 
located to four regional Michigan 
tourist associations, and $75,000 
annually has been spent in na- 
tional advertising, in 30 maga- 
zines and business and teachers’ 
papers. 

Minnesota probably will get “an 
amount comparable to the current 
expenditures” of $76,000 annually 
for the 1947-48 year, says Gov. 
Luther W. Youngdahl. Since 
1940-41, however, the state’s pro- 
gram has expanded quite con- 
sistently. The legislature, Gov. 
Youngdahl adds, is expected to 
vote an additional appropriation 
for the state centennial, March 3, 
1949. St. Paul promotes a winter 
carnival each February and Min- 
neapolis an Aquatennial in July. 

The Mississippi legislature will 
meet next January. The current 
program for the biennium to end 
June 30, 1948, involves $9,600 for 
“selling Mississippians on ad- 
vantages of Mississippi,’ includ- 
ing newspaper releases and radio 
spots; national advertising for in- 
dustry $54,839, in business and 
executive papers; tourist advertis- 
ing, $50,000, in newspapers and 
national publications. 

Among other things, Mississippi 
has opened an information office 
in New York. The state’s Agri- 
cultural and Industrial Board has 
just sponsored an import-export 
conference in Jackson, to which 


representatives of 38 nations were 
invited. Thirty-eight communi- 
ties either have gained or are ne- 
gotiating for new industries. 
Tourist business is expected to 
exceed $200,000,000 this year, 
compared with $120,000,000 pre- 
war. Dixie Advertisers, Jackson, 
is the agency. 


May Shift Agencies 


Missouri probably will continue 
to spend $75,000 annually for di- 
rect advertising, broken down: 
$40,000 for recreation (of which 
$9,000 goes to Missouri news- 
papers and $5,000 for one-minute 
transcriptions in and out of the 
state) and $35,000 for industrial 
in magazines, business papers and 
newspapers. Potts-Turnbull Com- 
pany, Kansas City, handles the 
advertising, under the State De- 
partment of Resources and De- 
velopment, but an executive of 
the department says “it appears 
likely that another firm will be 
handling it after July 1.” 

Montana’s Gov. Sam C. Ford 
wires that “the legislature pro- 
vided $50,000 annually for pub- 
licizing the state’s resources and 
amenities for the biennium end- 
ing June 30, 1949. Plans are in 
the formative stage,” with agency 
and media undetermined. 

Nebraska does not advertise. 

Neither does Nevada. 

New Hampshire probably will 
continue to spend $50,000 an- 
nually for recreational and $25,000 
for tourist advertising, writes 
Gov. Charles M. Dale. This is 
more than twice the highest pre- 
war level. “The 1946 spring and 
summer recreational campaign,” 
Gov. Dale explains, “produced 
more than 75,000 keyed re- 
sponses,” or about four times as 
many as had been received be- 
fore for this period. 


Wins $2,000,000 Business 


“Surveys indicated that the 1946 
campaign led to $2,000,000 worth 
of business; that 9,585 of the 
keyed respondents actually vis- 
ited New Hampshire, and that 
there were 30,672 people in their 
parties. Since July 1, 1945, 
90 concerns have either estab- 
lished manufacturing operations 
in New Hampshire or purchased 
plant sites.” Advertising is given 
part of the credit for this. The 
state also may run a campaign 
for farm products. 

Although New Jersey will con- 
tinue a five-point program, the 
budget probably will be reduced 
from $100,000 to $50,000, replies 
Edwin L. Gerber, managing di- 
rector, New Jersey Council. Of 


$100,000 spent in the current year, 
$32,000 was industrial; $25,000 
recreational; $7,500 residential; 
$20,500 agricultural, and $15,000 
for educational and direct mail 
costs for all purposes. More than 
90 new industries have located in 
the state; 50,000 inquiries were re- 
ceived, and 450,000 promotional 
pieces distributed. 

The council’s work will be 
aided by a $158,000 campaign by 
Atlantic City (plus $150,000 by 
the city’s convention bureau and 
$200,000 by private interests 
there); $110,000 by Asbury Park; 
$35,000 by Ocean County; $105,- 
850 by Cape May County; $43,400 
by Wildwood; $25,200 by Ocean 
City, and other campaigns. 


N. M. Sets Record 


“New Mexico has_ budgeted 
$150,000 for advertising purposes” 
—all to be spent in “leading 
magazines and newspapers and in 
a follow-up mail campaign,” says 
Gov. Thomas J. Mabry. This is 
the state’s largest budget. Ward 
Hicks Agency, Albuquerque, has 
the account. Gov. Mabry reports 
that tourist travel last winter was 
at a record level. 

New York, through its Depart- 
ment of Commerce, is spending 
$826,000 in the year started April 
1, as compared with $800,000 last 
year, says Harold Keller, director 
of state publicity. This covers 
travel and industrial advertising, 
booklets, motion pictures, radio, 
exhibits, publicity and general 
promotion. Actual expenditures 
for space, however, through Ken- 
yon & Eckhardt, New York, will 
continue to total about $100,000. 
In addition to travel and general 
industrial literature, the depart- 
ment issued 1,350,000 booklets in 
1946 to aid individuals in starting 
small businesses. The department 
has been awarded a trophy by 
American Public Relations Asso- 
ciation for the most outstanding 
p.r. campaign by a governmen! 
agency in 1946. 

North Carolina has advertised 
consistently for 10 years, explains 
Gov. Cherry. The appropriatio" 
has varied between $100,000 anc 
$125,000, covering tourist, indus- 
trial and agricultural develop- 
ment. The General Assembly !:45 
just raised this figure to $410,000 
for the biennium starting Ju), 
1947. Of the $205,000 annua!) 
$150,000 will be spent for space 
advertising and the remainder 
follow-up of inquiries, includ’ 
literature and expenses. 

Until Pearl Harbor, the bulk of 
the expenditure was tourist, Gov 
Cherry points out. The states 
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tourist business has risen from 
$35,000,000, when the campaign 
started, to $175,000,000. During 
the war the emphasis was 
switched to industrial develop- 
ment. In the last half of 1946, 
“450 new manufacturing plants 
were established or committed,” 
and 110 plants expanded—repre- 
senting $43,112,000 investment and 
employment of 17,000. In 1945 
and 1946 North Carolina gained 
1,228 new and planned plants and 
expansions, “with combined in- 
vestment in buildings and equip- 
ment of $189,000,000.” Eastman, 
Scott & Co. has handled the state’s 
account for 10 years. Asheville, 
Pinehurst and Southern Pines 
also conduct campaigns. 

North Dakota does not adver- 
tise. 

Ohio’s Development and Pub- 
licity Commission, says Dann O. 
Taber, executive secretary, prob- 
ably will be abolished by the leg- 
islature this spring. Ohio has been 
listed as spending $40,000 an- 
nually. 

The Oklahoma legislature has 
not acted, at this writing, on pro- 
posed legislation for state adver- 
tising. Oklahoma has been listed 
as a non-advertiser. 


Oregon Boosts Campaign 


Earl Snell, governor of Oregon, 
replies that the present campaign, 
about $185,000 for space adver- 
tising, “has been built around nat- 
ural color photography depicting 
major scenic and_ recreational 
areas of our state. The amount 
being expended is more than 
twice as great as any pre-Pearl 
Harbor year.” Mass magazines 
and newspapers are scheduled, 
through Mac Wilkins, Cole & 
Weber, Portland. 

“Dependent upon legislative ac- 
tion,’ Pennsylvania will spend 
$200,000 annually for the next 
two years, says Orus J. Matthews, 
secretary of the Department of 
Commerce. This will be divided 
about equally between industrial 
and tourist advertising. It repre- 
sents a moderate increase from 
pre-Pearl Harbor levels and is 
considerably higher than during 
the war period. Newspapers and 
magazines are scheduled, with 
Ketchum, MacLeod & Grove, 
Pittsburgh, handling industrial, 
and Benjamin Eshleman Com- 
pany, Philadelphia, tourist. Sup- 
porting the state program is a 
campaign, among others, by an 
electric power company serving 
38 counties. 

Rhode Island since 1936 has 
spent from $5,000 to $25,000 an- 
nually for recreational advertis- 
ing, and the General Assembly is 
now considering a $25,000 budget 
for this purpose. Bo Bernstein & 
Co., Providence, is the agency. 
The state’s Industrial Commission 
has been allotted about $31,000 
for the coming year, but Daniel 
Lapolla, administrative assistant 
to Gov. Pastore, points out that 
this agency does little direct ad- 


budget—will be spent in the next 
year, chiefly in magazines and 
newspapers, through Graves & As- 
sociates, Minneapolis. Number of 
visitors to the state has increased 
from 1,000,000 in 1941, to 1,250,000 
in 1946. A Natural Resources 
Committee headed by Gov. George 
T. Mickelson, spends $25,000 
yearly “to lay the foundation for 
exploitation” of these resources. 

Tennessee will continue to spend 
$50,000 for tourist and $25,000 for 
industrial advertising in news- 
papers and magazines, through 
C. P. Clark, Inc., Nashville. Chat- 
tanoogans, Inc., Knoxville Tourist 
Bureau and Memphis also are 
substantial advertisers. 

Although several proposals are 
pending in the legislature, Texas 
as yet has no state advertising 


program. D. C. Greer, state high- 
way engineer, says that his de- 
partment maintains five field in- 
formation bureaus for motor 
travelers and handles mail in- 
quiries from its headquarters in 
Austin. Another Texas official re- 
ports that Texas is promoted 
through the “various chambers of 
commerce. I suggest you contact 
them at Amarillo, Lubbock, Dal- 
las, Fort Worth, Austin, Houston, 
San Antonio and Harlingen.” 
Utah will observe on July 24 
the 100th anniversary of Brigham 
Young’s arrival in Salt Lake Val- 
ley. Gov. Herbert B. Maw points 
out that the state’s Department of 
Publicity and Industrial Develop- 
ment “receives an annual appro- 
priation of $300,000 with which 
to advertise Utah and to provide 


improvements in scenic areas 
within the state.” The Salt Lake 
Chamber of Commerce also ad- 
vertises extensively. 


Pioneer Advertiser 


Vermont, emphasizes Gov. Er- 
nest W. Gibson, “pioneered in 
community advertising. Through 
its then-called Board of Agricul- 
ture, Vermont began issuing lit- 
erature in 1891. In 1911 a sepa- 
rate office was set up and space 
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advertising was started in 1914.” 
Gov. Gibson intends to help to 
expand “winter sports develop- 
ments in our mountain areas, to 
stimulate industry, and to have 
our Development Commission the 
nerve center for industry.” Ver- 
mont has been listed as spending 
$55,000 annually. The legislature 
has been asked to approve a 
larger program. 

Virginia—typical of most of the 


“New South”—is expanding. The 


.we have what it takes. . 
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vertising. 
Wins ‘Many Industries’ | 


“South Carolina appropriates 
annually about $107,000 for the 
Research, Planning & Develop- 
ment Board,” Gov. Thurmond 
ays. Of this, $40,000 is spent for) 
tourist and industrial advertising. 
fe emphasizes that “we use na- 
‘ional periodicals of wide circula- | 
‘ion, as a rule. We do not adver- | 
tise at all in South Carolina since 
ve feel that the good to be de-| 
ived from national advertising | 
vill compensate every publica- | 
ion in the state.” The advertis- 
ig has attracted “many indus- 
tries.” 

South Dakota’s advertising pro- 
ram is sponsored by the State | 
lighway and State Game, Fish | 
nd Parks Commissions, reports | 
\. H. Pankow, publicity director, | 
lighway Commission, and stresses | 
acation opportunities. About 
5100,000 —-double the prewar 


G00D NEWSPAPERING alone has earned 


The Oregonian’s spectacular 15-year circulation gain.* 


In turn, good newspap 


ering has made The Oregonian 


a powerful, sales-producing medium stimulating the 
business growth of its advertisers. For example, the 
Portland store of Sears Roebuck & Co. has recently 


expanded its floor sellin 


g space 100%. During its period 


of rapid growth Sears has placed a large part of its adver- 
tising in The Oregonian. On-the-ground experience has 
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proved to Sears’ executives that advertising in this good 
newspaper helps bring healthy business growth. Intelli. 
gent presentation of ALL the news, forthright editorial 
polices and unswerving devotion to community welfare 
create readership —/eadership. In such a medium, well- 


planned advertising goes to work, 


gets results. That’s why 


The Oregonian has earned its position at the top of the 
advertising must list in the big, growing Oregon Market. 
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current budget of $102,000 a year, | official state theater in the coun- 


reports Gov. William M. Tuck, 
from the biennium started 


pre-Pearl Harbor level. About 
85% is for advertising to attract 
tourists and residents; the rest 
for operating expenses. The com- 
monwealth does no industrial or 
agricultural advertising. 

Virginia’s tourist program in- 
cludes advertising in national 
magazines, newspapers, radio an- 
nouncements and recording of 
carillon programs, distribution of 
motion pictures, folders, etc., and 
of publicity material to maga- 
zines, newspapers and other pub- 
lications. Virginia will complete 
in the next year motion pictures 
on Virginia gardens and on famous 
colonial homes; and will present a 
new drama by Paul Green based 
on early Virginia history, early 
this summer near Williamsburg. 
“We are now sponsoring the Bar- 
ter Theater of Abingdon, the first 


THE ery ‘SHOP, i 


i &. Dearborn St., Chicago 5, Hlinois 


try,” Governor Tuck says. Houck 
is an increase of $7,000 a year|& Co., 
in | agency. 
July, 1944, and of $32,000 from the | 


Roanoke, is the state’s 
Mon C. Wallgren, governor of 
Washington, asked the legislature 
for $500,000 for the 1947-49 bi- 
ennium, or twice the pre-Pearl 
Harbor basis. The legislature, he 
writes, “appropriated for space 
advertising for 1947 only $147,- 
000; none for operation and 
nothing for 1948 space advertising 
or operations.” Substantial cam- 
paigns, however, are contemplated 
by Evergreen Playground Asso- 
ciation, North Central Washing- 
ton, and the Olympic Peninsula. 


W. Va. Budget Up 47% 


West Virginia is boosting its 
budget 47% “for all purposes” for 
the biennium starting July 1, or 
from $90,000 to $132,500, replies 
W. C. Handlan, executive direc- 
tor of the state’s Industrial and 
Publicity Commission. About 54% 
of the total will be for space, on 
a two-to-one vacation-industrial 
basis. Vacation advertising will 
run chiefly in large city news- 
papers of the East and Midwest, 
“plus limited special campaigns 
in such magazines as Holiday.” 
Industrial advertising will appear 
in newspapers, business papers 
and some magazines. Advertising, 
Inc., Charleston, is the agency. 


The budget increase, Mr. Hand- 
lan explains, is “indicative of 
public support.” A _ state-pub- 
licized survey in 1946 showed that 
occupants of 664,306 “foreign” cars 
spent $66.65 each during their 
stay in West Virginia, or a total 
of $44,276,000. Visitors liked the 
scenery and hospitality, but one 
in 10 “didn’t like the food, serv- 
ice or sanitary facilities—or all 
three. Only one man 60) age oem 
complained about prices 
feature of the West Virginia cam- 
paign is “clinics” in key cities 
“to acquaint the home folks with 
tourist possibilities’ and what 
they can do to realize them. 

Wisconsin has two state cam- 
paigns, says Oscar Rennebohm, 
acting governor. The Department 
of Agriculture spends $50,000 on 
educational efforts for dairy prod- 
ucts throughout the country. The 
Conservation Department has been 
spending $60,000, but the legisla- 
ture has been asked to increase 
this to $70,000, plus $5,000 for 
participating in the promotion 
work of the Northern Great Lakes 
Area Council. Currently the Con- 
servation Department is using 11 
magazines and 25 metropolitan 
newspapers. This campaign, now 
in its 12th year, is credited with 
having increased non - resident 
fishing licenses from 65,157 in 


1935 to 215,000 in 1946; boosting 
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gasoline sales in the summer, and, 
in 1946, attracting 71,140 inquiries 
from prospective vacationists. Ar- 
thur Towell, Inc., Madison, handles 
the account. 

Wyoming has appropriated 
$100,000 for the biennium started 
April 1, 1947, writes Gov. Lester 
C. Hunt. The tourist and indus- 
trial breakdown, and the agency 
and media, have not been de- 
cided. Wyoming’s prewar biennial 
appropriation was $60,000. Dur- 
ing the war it was $55,000. 

With new trains and planes and 
many more new motor cars avail- 
able, scores of millions of Ameri- 
cans intend to “go places.” Many 
states are making bigger plans 
than ever to get them to go their 
way. Tourist travel also is a sort 
of “sampling” to attract new in- 
dustries and businesses. 


NORTHWEST PLOTS 
REGIONAL AD DRIVE 
SEATTLE—The Pacific Northwest 
is setting out this month to build 
a record-breaking billion-dollar 
tourist business. 
Out of two regional conferences 
held here came the pattern for an 
organized merchandising cam- 
paign to capture tourist business 
this year and to develop recrea- 
tional facilities in a long-range 
promotion that recognizes the 
tourist trade as the largest single 
industry of the area. 
Expenditures for advertising, 
growing in prewar years, will 
reach a new high this year, but 
conference reports made plain 
that far larger expenditures are 
in the offing. 
The stake of general business 
in tourist travel was plainly in- 
dicated at the 16th general meet- 
ing of the Pacific Northwest Trade 
Association, which devoted a 
major part of its two-day con- 
vention to the development of 
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tourist facilities. 

This was followed by a regional 
meeting of organizations and in- 
dividuals directly concerned with 
tourist travel—the “first annual” 
Pacific Northwest Tourist Con- 
ference, called by Dr. N. H. Engle, 
director of the Bureau of Business 
Research, University of Washing- 
ton. The tourist conference was 
built around the slogan, “Building 
a Billion-Dollar Business.” 


Regional Delegates Attend 


Each conference drew repre- 
sentatives from Washington, Ore- 
gon, Idaho, Montana and British 
Columbia. Canadian delegates 
took an active part in the meet- 
ings, providing international unity 
in development of the Pacific 
Northwest. 

Several clear trends stood out 
from the tourist conference: 

1. Regional coordination. For 
maximum effectiveness in pro- 
motion, communities are pooling 
their resources. Puget Sound 
cities on both sides of the inter- 
national border early organized 
the Evergreen Playground Asso- 
ciation as a common tourist pro- 
motion. Greater pooling of effort 
is under way in the recognition 
that the big job of the western 
states is to pull visitors over the 
Rocky Mountains. 

Regional coordination is seen, 
also, as the only effective way to 
promote many individual attrac- 
tions, providing national publicity 
and promotion for individual com- 
munities that lack staff or means 
for this work. Joint regional ac- 
tion is considered a first essen- 
tial, also, in obtaining maximum 
help from the federal government 
in road construction and develop- 
ment of, recreational areas in na- 
tional parks and forests. 

2. Year-round travel. Strenu- 


ous effort is being made to trans- 


SELL IN PEORIAREA 


(richest Illinois market outside Chicago) 


BANK DEBITS IN 10 ILLINOIS CITIES 


~ (000 Omitted From Dollar Amounts) 


CITY JAN, 1947 JAN, 1946 
Peoria 172,886 135,843 
Rockford 79,558 66,622 
Springfield 61,407 41,533 
Decatur 59,351 45,511 
Bloomington 37,496 32,525 
Champaign-Urbene 34,904 25,175 
Joliet 34,853 28,673 
Aurora 30,849 23,047 
Danville 30,591 23,424 
Moline 23,162 16,901 
Bank debits represent the dollar value of checks drawn against 
individual bank deposits. Approximately 90% of all goods, pro- 
perty and services is paid for by such checks. 


other stations. 


Tuentieth Year 
of serving PEORIAREA 
Choosing WMBD cuts 
you the biggest slice of 


one of the nation's 
choicest markets 


Peoria is a “no. 1” market and 
only WMBD: 


1 Covers the entire Peoria market of 
11 rich counties. 
2 Has more listeners in Peoria than all 


3 Has 20 years experience in program- 
ming for the Peoria market. 


Write for latest B.M.B. report 
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form the tourist business from a 
three-month to a year-round ac- 
tivity. Winter sports have pro- 
vided a winter peak, exploitation 
of which has only begun. Attrac- 
tions to tourists in fall and spring 
are being developed. California’s 
example in promoting travel dur- 
ing the spring flower season and 
in the fall—“the second summer” 
—is being watched closely. 

3. Development of recreational 
facilities. Common recognition 
that good merchandise must pre- 
cede any lasting merchandising 
program has brought a region- 
wide drive to step up standards 
of facilities now in operation, and 
to build new facilities. Better 
food, greater attention to regional 
dishes, better service at over- 
night lodges, improved cleanliness 
and general appearance, and bet- 
ter service are among steps rec- 
ognized as essential. At the same 
time, state and municipal organi- 
zations were emphatic that new 
highways, new overnight accom- 
modations, greater stocking of 
fish and game, airplane landing 
strips in recreational areas, and 
easier access to scenic spots must 
precede any heavy promotion. 


More Funds Sought 


4. Emphasis on research. Re- 
search to catalog facilities and 
bring maximum promotion is 
under way. Delegates at the tour- 
ist conference received copies of 
an exhaustive book, “Washington 
State Tourist Industry Survey,” 
prepared by Dr. Engle’s staff. 

5. Heavier advertising. Even 
without waiting for development 
of better facilities, heavier ad- 
vertising is being undertaken. The 
British Columbia Travel Bureau 
reported its promotion is at a 
record high. Dr. Engle’s tourist 
survey suggested it might be ad- 
visable for Washington state to 
set aside one-half of one per cent 
of gross annual tourist income. 
This would provide an advertising 
fund of $1,000,000 a year, about 
four times the largest expenditure 
to date. 

6. Greater service for tourists. 
There is increased emphasis on 
service and hospitality to tourists 
once they enter the state, recog- 
nition that visitors should be pro- 
vided with definite objectives and 
a guide to out-of-the-ordinary at- 
tractions. Schools to train bell- 
hops, policemen, filling station 
operators and others in direct 
contact with tourists are a part 
of the new routine. 


Plan Continuing Unit 


As a result of the tourist con- 
ference, Web Harrison, chairman 
of the publicity and promotion 
committee of the Washington 
governor’s advisory committee, 
was directed to form a committee 
and set up a program for a con- 
tinuing statewide organization for 


500,000 


STOCK PHOTOS 


WRITE FOR INFORMATION 


KAUFMANN & FABRY CO. 
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tourist promotion. 

At the same time, temporary 
action was taken to raise funds 
to handle more than 10,000 re- 
plies that have come in as a 
result of ads run by the state of 
Washington in national maga- 
zines. A legislative tangle cut off 
all funds for printing literature 
and answering requests resulting 
from the state’s advertising pro- 
gram. To meet this situation, an 
independent task force was set 
up by representatives of the Se- 
attle Chamber of Commerce and 
other chambers and business in- 
terests to raise $40,000 imme- 
diately. Chairman of the force is 
B. N. Hutchinson, head of West- 
ern Agency, Inc., Seattle, which 
handles the state advertising ac- 
count. 


Kemmerrer Names Dooley 


Jim Dooley, formerly editor and 
publisher of the Nevada Courier, 
Las Vegas, has been appointed 
director of the radio division of 
Kemmerrer, Inc., Hollywood 
agency. 


Form Acme Agency 


Acme Advertising Agency has 
been formed in Buffalo, with of- 
fices in the Genesee building. The 
new agency, of which William B. 
Tanner is president, will handle 
accounts previously serviced by 
the Craig E. Dennison Advertising 
Agency. 


Opens New L. A. Offices 


Agency Associates has opened 
new Los Angeles offices at 1509 
Wilshire Blvd. 


Sandberg Follows 
North as Post's 
Sales, Ad Chief 


New Yorx—General Foods Cor- 
poration has appointed Henry 
Sandberg sales and advertising 
manager of the Post’s cereals di- 
vision, succeeding James D. North, 
who has joined Foote, Cone & 
Belding as vice-president and a 
member of the agency’s plans 
board. 

Mr. Sandberg was formerly di- 
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rector of market research, and be- 
fore that national sales manager. 
Richard H. Moulton, with General 
Foods since 1929, most recently 
as western sales manager, suc- 
ceeds Mr. Sandberg. 


Plans Test Campaign 


A test campaign will break soon 
in a selected list of metropolitan 
Canadian daily newspapers for 
Electro International Ltd., To- 
ronto, manufacturer of fluorescent 
and incandescent lighting fixtures 
for industrial and domestic use. 
Alford R. Poyntz Advertising, To- 
ronto, is the agency. 


ADVERTISING 


TORONTO MONTREAL, WINNIPEG, 


GIBBONS KNOWS CANADA 
J.J. GIBBONS LTD. 


200 BAY STREET. - TOR 
REGINA, 


MERCHANDISING 


CALGARY EOMONTON VANCOUVE? 
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ROOM FOR 
A MIDDLE-SIZED FROG 
IN YOUR PUDDLE? 


Advertising man with 20 years’ ex- 
perience left a darn good job as 
Account Executive with large National 
Agency to head his own organization. 
It has aged him 93 years in the last 
16 months and he has had enough. 


He takes pride in the job done under 
particularly trying circumstances. In 
all, 8 clients were served and were 
well satisfied with plan, execution and 
results. Four national campaigns were 
handled in consumer publications, 
some of them the highest priced 
books in the business. Now lack of 
raw materials has shut one down; ex- 
cessive inventories squeezed out an- 
other, amd the other two don't pro- 
duce enough income to get excited 
about. 


For your part, your agency should be 
one of the top 25 and must make a 
sincere offer of a chance for him to 
turn to profitable use his talents and 
the knowledge gained by much ex- 
perience in creative and supervisory 
work in both magazine and radio 
advertising. 


He does not insist on being a vice- 
president right away and will work 
for enough to live on—but he likes 
to live well. 


Box 6711, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


HELP WANTED 


HELP WANTED 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placements anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S, State St., Har. 2063, Chicago 


REPRESENTATIVES 
WANTED 


IN NEW YORK, PITTS- 
BURGH, DETROIT, CLEVE- 
LAND AND CINCINNATI 


by 
Nationally Recognized 
Photoengravers of Quality 
Color Work 


(either part or full time) 


A definite opportunity is open to 
top flight men who wish to supple- 
ment their service and income. Our 
recently completed expansion pro- 
gram permits additions to our 
present sales coverage of the mid- 
west, south and southwest. 


Exceptional service and quality in 
the accurate interpretation and re- 
production of four-color process 
work is constantly adding outstand- 
ing agencies and manufacturers to 
our clientele. 


National recognition of our or- 
ganization's contribution to the en- 
graving field insures favorable 
reception. 
Write for interview advising 
general contact qualifications 


Box 6706 ADVERTISING AGE 
100 E. Ohio St. Chicago, Il. 


ATTENTION! 


PUBLICITY DIRECTORS 
Wanted . . . Suitable photos, cartoons, 
other illustrated releases to syndicate mats 
to non-metropolitan newspapers. Write 
today for details. No obligation. 

SC SYNDICATE 
624 South Michigan Avenue 
Chicago 5, Illinois 


ART DIRECTOR — LAYOUT ARTIST 
9 yrs. board exp. Formerly with top 
flight Chicago Ad Agency. Creative, 32, 
married, ambitious and welcomes re- 
sponsibility. Can, and knows where to 
buy ert and photography for all media. 
At present Art Director of leading or- 
ganization. Salary $9,000. 
Box 6707, ADVERTISING AGE 

100 E. Ohio Street, Chicago I!, Illinois 


SALES AND PROMOTION EXECUTIVE 


Available May 15th 
Interested in association with new or expand- 
img advertising service or product. Past two 
years responsible for 84% of sales of suc- 
cessful firm serving advertising agencies and 
stores nation-wide. Direct selling a pleasure. 
Age 2. Officer of distinguished business- 
men's organization. Recerd in “Who's Whe 
in New York’. 

BOX 6709, ADVERTISING AGE 
330 W. 42nd St.. New York i868. N. Y. 


EDITOR FOR INDUSTRIAL HOUSE 
ORGAN. Prefer single man under 
30. Important qualifications are a 
mechanical aptitude and the desire 
to write. Recent engineering stu- 
dent with flair for writing will be 
considered. Excellent chance for ad- 
vancement in a large industrial ad- 
vertising department in Wisconsin. 
Write giving complete details. 

Box 8930, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, III. 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago. 

oi WANTED 
Fast growing Detroit manufacturer 
selling both direct to manufacturers 
and through industrial distributors, 
and now also gearing for consumer 
merchandising, has openings in Ad- 
vertising Department for two ag- 
gressive, young men, who are on 
their way up: 

INDUSTRIAL COPYWRITER 
To assume responsibility for 
creation of industrial publication 
advertisements, direct mail, tech- 
nical manuals and promotional liter- 
ature. 


SALES PROMOTION SPECIALIST 
To initiate and follow through on 
the use of all types of promotional 
material for distributors and other 
resale outlets in industrial, trade 
and consumer fields. Creative abil- 
ity plus right personality for field 
contacts essential. 
> 


the 


Write giving full details of back- 
ground, age, experience and salary 
desired. Our organization knows of 
these openings. 
Box 8929, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


PERSONALIZED SERVICE 


Apt TMA MACL SCCUE.... 6 Fe. wc ce $10,000 
Art Dir. small agency........ 7,200 
Layout Artist, visualizer..... 6,000 
Sales Mgr. stokers........... open 
Sales Mgr. sporting gds...... open 
Sales Mgr. foods mfgr....... 8,500 
Adv. Mgr. candy mfgr........ 7,500 
Adv. Mgr. home appl......... 10,000 
Sales Prom. wholesalers..... 7,500 
Sales Prom. coffee, tea....... open 
Copywriter, natl. accts....... 10,000 
Copywriter, agcy. South...... 7,500 
Centact Man, new bus. dept.. open 
Publicity Man, trade assn.... 4,500 
Asst. Adv. Mgr. industrial... 4,500 
Asst. Adv. Mer. food mfgr.... 4,200 
Asst. Adv. Mgrs. (3) mfgrs... 3,600 
Prod, Woman, adv. agcy..... 3,600 


THE HONES COMPANY 
14 E. Jackson Bivd., Chicago 


ASSISTANT SALES MANAGER 
Layout, copy experience and knowl- 
edge of printing. Young man (28- 
40) for permanent position on top 
salary. Exceptional opportunity. 

Box 8928, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


SPACE REPRESENTATIVE 
Merchandising publication has op- 
portunity for space sales representa- 
tive in Chicago territory. Salary, 
bonus and expense acct. arrange- 
ment. Submit full details on previ- 
ous experience, past earnings, age. 
Our employees know of this adver- 
tisement. 

Box 8914, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


COMMERCIAL DISPLAY SALESMEN 
New creative dept. in one of Ameri- 
ea’s largest plastics fabricating 
plant, offers exceptional opportuni- 
ties to salesmen with established ac- 
counts. Facilities oe production 
in plastics; wood; color-processed 
fibre-glass; safety glass in tinted 
mirror, rare marble and wood grain 
re-creations; plaster sculpture, wire 
and papiermache. Full cooperation 
in art work, and national advertis- 
ing. Exclusive territories. Liberal 
commission. Write stating territory 
covered. LEE PLASTICS, Commer- 
cial Display Division, “A” & Lillin- 
cott Sts., Philadelphia 34, Penna. 


ADVERTISING & PUBLISHING 
Recognized personnel service. Op- 
erating nationally since 1914. Con- 
fidential intermediary. Both to Em- 
ployer and Employee. 

SHAY AGENCIES 
30 W. Washington St., Chicago 3 


Editor—For Chicago trade publica- 
tion. An unusually fine position. 
Your reply should state your quali- 
fications, experience, age, salary de- 
sired. Reply will be treated confi- 
dentially. 

Box 8923, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


SECRETARY TO ADVERTISING 
AGENCY PRESIDENT 
Advertising experience necessary. 
Salary open. Excellent opportunity. 

Phone Dearborn 1380. 


DIRECTOR PUBLIC RELATIONS 
to present Management Viewpoint 
on Industrial Relations problems to 
the Community. Give complete in- 
formation first letter. 

Box 8919, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 


Wanted 5 space representatives. We 
would like to get in touch with 
space representatives now selling 
space for one magazine who can 
carry another established book. Ter- 
ritories open: Southern Ohio; Mis- 
souri; Northern Ohio and Michigan; 
Wisconsin; Southern States. Present 
business in these territories will be 
turned over to the representative. 
Write giving complete information. 
Box 8931, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Representatives Wanted for build- 
ing trade paper. Midwest. New Eng- 
land, Phila. territories. Commissions. 
Box 8920, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


REPRESENTATIVES AVAILABLE 


HAVE A NEW YORK OFFICE 
Established one-man office will add 
Prof, Assn, Business, Ind, or Trade 
pub. Straight commission basis. 

Box 8924, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 

SAN FRANCISCO 
Successful ex-sales and advertising 
manager for several nationally 
known companies now has own 
office. He would like to hear from 
manufacturers, publishers and others 
interestéd in high grade representa- 
tion in Northern California. Address 
R. E. Smiley, 503 Market Street or 
from May 5th-16th, Congress Hotel, 
Chicago. 


ADVERTISING PRODUCTION 
man with one of the leading aggres- 
sive agencies of more than fifty per- 
sons, located in the middlewest. You 
must be experienced in all types of 
mechanical production. Agency ex- 
perience preferred. Position is per- 
manent. Write stating past experi- 
ence, salary requirements and per- 
sonal data. Reply will be held con- 
fidential. 

Box 8934, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Young man—To assist in advertising 
department of trade publication lo- 
cated in Chicago. Should also have 
some writing ability. State quali- 
fications, experience, salary expected. 
Box 8922, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 

POSITIONS WANTED 
Young man of 15 years’ agency pro- 
duction manager experience now 
with large national advertising 
agency, desires to make connection 
in Los Angeles, San Francisco or 
vicinity, with agency, graphic arts 
business or advertiser. Can arrange 
interview about June Ist. 

Box 8927, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ARE YOUR COPY WRITERS 
STRANGERS TO THEIR WIVES? 
When work piles up till your copy 
writers get to see more of the night 
shift cleaning women than they do 
of their wives, you need free lance 
help. Don’t wait for the emergency. 
. . . learn now where you can get 
that help. I have worked in 2 of 
the top 4 N. Y. agencies, on trade, 
industrial and consumer ads. Let’s 
get acquainted. 

Box 8925, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
ADV. MGR. seeks Mfgr. producing 
for dept. store trade. 17 yrs. exp., 
5 yrs. pres. firm. 1946 adv. budget 
$400,000. Direct sales $6,000,000. 

Box 8933, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, I11. 


Advertising — Sales Promotion Mer. 
Available. Outstanding record with 
well-known mfgs. of industrial, 
building, metals, mass market, agri- 
cultural products and dept. store. 
College graduate. Under forty. Rea- 
sonable salary. East or South. 

Box 8932, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


WEST COAST or SOUTHWEST 
location wanted with Agency or Ad- 
vertiser. 15 years successful experi- 
ence. Have headed adv. and public- 
ity dept. for large advertiser. Now 
2nd man in medium-sized agency— 
acct. exec.—and worker: plans, copy, 
rough layout, media, prod’n, 40, col- 
lege, married. Interested? 

Box 8918, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 


100 WEEKLY publishers are seeking 
a top advertising salesman to rep- 
resent them in the state for the 
sale of National Advertising. Man 
must know national field, have un- 
derstanding of weekly medium. Ex- 
cellent opportunity, large earnings 
for right man. Write or _ wire 
Cc. W. Griswold, Columbiana, Ohio. 


doesn’t drink. 


cars. 


91-26 Queens Blvd. 


BURTON BECK * 


has not switched to a particular brand of alco- 
holic beverage. As a matter of fact, he still 


He just wants to advise his many friends and 
associates in advertising cycles that he has organ- 
ized his own company for the sale of sound used _ 


“At home” May 5 et seq. 
QUEENHAVEN MOTOR SALES CO. 


Elmhurst, L. I. 


Queens & Woodhaven Blwvds. 
Temporary Phone: Boulevard 3-0692 


Why not clip this wallet-sized ad for ready reference? 


MISCELLANEOUS 


Publishing and advertising work 

wanted. Complete plant—Linotype, 

printing, binding. Union Shop. 
Saxer & Pfeiffer Printing Co. 
980 Ellicott St., Buffalo, N. Y. 


PUBLICATION WANTED 
Will purchase business or class 
magazine. Give complete particulars. 
Box 8870, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Office space for rent with secre- 
tarial and telephone service in Chi- 
cago Advertising Agency for free- 
lance artists, copy or radio people. 
Write in detail outlining activities. 
Box 8926, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING CARTOONIST 
20 years free lance experience nat. 
accts. Offers service by mail. 
RAY THOMPSON—Wyncote, Penn. 


HARRISBURG RESEARCHERS— 
Mr. and Mrs. Witmer Eberle will be 
in New York City, May 19-23 to dis- 
cuss plans you have for commercial 
research programs or assignments in 
the Keystone Capitol City area. Will 
be glad to confer at your office or 
at our room in Hotel Governor 
Clinton. You can make appointment 
with us by phone or by letter. 

EBERLE RESEARCH BUREAU 
1020 Girard St., Harrisburg, Pa. 
Telephone Harrisburg 2-6861 


Point of Purchase 
Plans Symposium 


New York — Advertising and 
sales promotion executives of 
some of the country’s leading 
merchandisers will be among the 
speakers at a symposium point- 
of-purchase display sponsored by 
the Point of Purchase Advertising 
Institute at the Hotel Biltmore 
here May 12. A feature of the 
meeting will be an exhibition of 
more than 50 recent point-of-pur- 
chase displays. 

Norman McKean, executive 
secretary of the institute, will 
preside, and speakers will in- 
clude A. L. Scaife, manager of 
advertising and sales promotion of 
General Electric’s appliance di- 
vision; Paul West, president of 
the Association of National Ad- 
vertisers; Alynn Shilling, sales 
promotion manager of National 
Distillers Products; Carl V. 
Haecker, sales promotion division 
of W. T. Grant Stores, and A. W. 
Lehman, managing director of the 
Advertising Research Foundation. 


.} . 

Farm Journal’ Gains 

In contrast with figures orig- 
inally supplied by the publica- 
tion, Farm Journal, Philadelphia, 
actually showed a gain in April 
advertising linage. The magazine 
ran up a total of 38,465 lines in 
April of this year, compared with 
a total of 35,528 lines in April, 
1946. Figures reported in the 
monthly tabulation in the April 
21 ADVERTISING AGE should have 
shown a net gain of 2,937 lines 
over 46. 


Joins Bankers Trust 


Edward F. McDougal, a director 
of public relations in the New 
York University’s public relations 
department, and for four years 
director of public relations for the 
U. S. Treasury’s savings bond di- 
vision in New York state, has 
joined Bankers Trust Company 
as advertising and public relations 
manager. 
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Champion Loses 
Trademark Case 
In Supreme Court 


WaAsHINGTON — The Supreme 
Court Monday turned down the 
plea of Champion Spark Plug 
Company, which tried to stop a 
reconditioning firm from market- 
ing reconditioned plugs bearing 
the original Champion trademark. 
With Justice Douglas writing 
the opinion, the court noted that, 
“the spark plugs, though used, 
are nevertheless Champion plugs 
and not those of another make.” 
While it agreed that a used 
spark plug that has been recondi- 
tioned does not measure up to the 
specifications of a new one, the 
court added, “but the same would 
be true of a second hand Ford or 
Chevrolet car.” 

“And we would not suppose 
that one would be enjoined from 
selling a car whose valves had 
been reground and whose piston 
rings replaced unless he removed 
the name Ford or Chevrolet.” 

The court said: “Inferiority is 
immaterial so long as the article 
is clearly and distinctly sold as 
repaired or reconditioned, rather 
than new. Full disclosure gives 
the manufacturer all the protec- 
tion to which he is entitled.” 

The court agreed that the Per- 
fect Recondition Spark Plug Com- 
pany, Brooklyn, should be re- 
quired to stamp the word “Re- 
paired” on each plug, but it de- 
nied damages for infringement of 
trademark, since “there was no 
show of fraud or palming off.” 


Plan New Art Award 


A special award for the best 
use of a fine arts painting in ad- 
vertising will be made in connec- 
tion with next year’s Annual Ex- 
hibition of Advertising and Edi- 
torial Art, sponsored by the New 
York Art Directors Club. Asso- 
ciated American Artists, Inc., will 
present the new award, but the 
jury of the Art Directors Club 
will pick the winner. 


WANTED 


Executive-Type 
Field Representative 


An established midwest publishing 
firm in the homebuilding field has 
several openings for exceptionally 
able sales representatives in vari- 


ous states. 


The men selected must be 
mature, must have outstand- 
ing records of personal sell- 
ing, unimpeachable integrity 
and be willing to work. 


The rewards are a lasting connec- 
tion in a profitable field. 


Address Box 6710, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


SECRETARY to 

ADV. AGENCY PRES. 
Applicant should be single, well edv- 
cated, career-minded girl above aver- 
age in aggressiveness, rhetoric, 
stenographic ability, appearance, and 
personality. Must be willing and 
capable of handling several differen! 
types of work in medium-sized Chi- 
cago adv. agency. Write fully, giving 
age, education, experience, references, 
salary earned, and how soon evail- 
able. Correspondence and interviews 
will be held in confidence. 

BOX 6708, ADVERTISING AGE 


100 E. Ohio Street, Chicago 11, Illinois 
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Better Packaging 
Seen Solution to 
Shipping Losses 


Cuicaco—Much of the shrink- 
ing profit margin of U. S. manu- 
facturers, it was made clear here 
last week, could be salvaged 
through improved packaging fa- 
cilities. 

More than 2,500 representatives 
of manufacturers and _ shippers, 
keenly aware of the $136,000,000 
in damage claims paid by rail- 
roads, truck lines and express 
agencies, flocked to the second 
annual Industrial Packaging and 
Materials Handling Exposition, 
held by the Industrial Packaging 
Engineers Association of America. 

Their common problem was to 
effect a sharp reduction in ship- 
ping losses which last year kept 
from markets an estimated $200,- 
000,000 in otherwise salable goods. 
The loss meant that to deliver 
$200,000,000 in salable commodi- 
ties, manufacturers had to pro- 
duce almost $400,000,000 in mer- 
chandise. 

What they found was encourag- 
ing. More than 70 exhibitors, 
displaying new package designs 
and improved facilities for ma- 
terials handling, are using in- 
creased sturdiness and provisions 
for less weight in cartons and 
pallets to reduce shipping costs. 


Light Weight Vital 


Among products of substanti- 
ally lighter weight is the Superior 
laminated veneer tray, which, the 
company says, is a substitute for 
the usual pallet. Superior’s tray 
weighs only 14 pounds, 8 ounces, 
compared with the average pallet 
weight of 55 pounds and more. 
The trays, the company says, can 
be used as many as 20 times be- 
fore replacement is needed. One 
of their chief advantages is re- 
duced rail charges because of 
lighter weight. On cross country 
shipments, savings of more than 
$200 are believed possible. 

Vanant Products, Inc., Tomah, 
Wis., is introducing its Sus-Rap, 
made of corrugated cardboard and 
offered primarily for shipment of 
glass and similar breakable items. 
It was originally developed and 
patented by General Motors and 
for the first time provides a light- 
weight package for glass which 
completely suspends the glass in- 
side the package. The company 
also offers the collapsible Tra- 
Pak, which is getting its industry- 
wide initiation through a large 
automotive manufacturer. Tra- 
Pak is offered in varying sizes, 
and has 8 to 10 periods of re-use, 
which saves its automotive user 
several hundred dollars daily. 


Exhibits Binding Straps 


Steel for both wire and strap 
binding has made almost a com- 
plete return from war use, and is 
bringing with it such variations 
as the strap made of paper, shown 
by A. J. Gerrard & Co., Chicago. 
The company also exhibited a 
paper covered steel strap which 
can be used on such items as fur- 
niture and other pieces of wood- 
work which would be scratched 
by unprotected bands. 

One of the major advances in 
the paper-box packaging field was 
shown by Belsinger Containers, 
Inc., Atlanta, Ga., which is advo- 
cating packaging in upright pa- 
perboard boxes. These, the com- 
any says, reduce possible shift- 
ng of merchandise inside the car- 
is and make it less subject to 
lamage. The company also has 
offered a carton for packaging 
mes of yarn in such a manner 
iat there is no shifting whatso- 
ver, 

A. V. Plotner, president of Gen- 


Qs 


@ sto 


eral Traffic Service Company, 
New York, told forum sessions at 
the exposition that manufacturers 
must be extremely careful to see 
that goods are packaged in ac- 
cordance with the type of trans- 
portation to be used. He warned, 
for example, that ocean carriers 
object to cardboard containers on 
the grounds that they usually are 
not strong enough to prevent 
breakage of the goods inside, and 
are weakened by excessive mois- 
ture. 

In discussing various types of 
containers, he warned shippers 
that freight and insurance rates 
are directly affected by the loss 
ratio, and that failure to cut ex- 
cessive shipping and damage 
losses will result in increasing 
freight rates. In this same vein, 


Alvin S. Roberts, manager of the 
marine service department, In- 
surance Company of North Amer- 
ica, declared that continued losses 
suffered by underwriters would 
automatically result in increased 
insurance rates. 

Retail stores should establish 
Strategically located warehouses 
to serve a given group, and sales 
should be made from floor sam- 
ples, to prevent excessive han- 
dling and consequent unnecessary 
strain on packaging, James L. 
Flaven, materials handling engi- 
neer for Montgomery Ward & Co., 
told the group. He also urged 
that to make packaging reach its 
peak efficiency, materials handling 
engineers should be consulted 
when new industrial buildings 


are planned. 


Among materials handling 
equipment makers, there appeared 
to be greater consideration for 
producing equipment which would 
eliminate human handling wher- 
ever possible. Pittsburgh Steel 
Products Company, a subsidiary 
of Pittsburgh Steel Company, is 
offering steel wire pallets and 
Cargotainers which make it pos- 
sible to pack, deliver and sell 
such items as garden produce 
without any change of container. 

Other developments include 
Towmotor Corporation’s unloader, 
which allows the Towmotor 
freight truck to pick up boxes, 
pallets and other merchandise, 
carry them to desired locations 
and unload with no human help. 
Automatic Transportation Com- 
pany, Chicago, is offering its new 
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Automatic electric truck, Skylift, 
which can lift a load 130 inches, 
and is particularly adaptable for 
use in freight car loading and un- 
loading. 
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Les Johnson, V.P. and Gen. Mar. 
Affiliate of Rock Island Argus 
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Brach Advances Two 
Henry C. Chase has been ap- 

pointed advertising manager of 

E. J. Brach & Sons, Chicago candy 


manufacturer. Walter A. Lapham, | 
division manager of the New 
England states, has been named 
merchandising manager. 


paper. 


pay 141,484 


pERSHIP 


PUBLIC SERVICE 


Without premiums or high pressure salesmanship, the 
Oakland Tribune for years has been the dominant news- 
paper medium in Metropolitan Oakland, the Pacific 
Coast’s 3rd largest market. Readers in a great and 
growing area constantly turn to this fine home news- 


96.6% of the Oakland Tribune’s total daily circula- 
tion is concentrated in the A.B.C. city and 37-mile trad- 
ing zone. 73.2% is home delivered. 


GREATEST HOME DELIVERED DAILY CIRCULATION IN NORTHERN 
CALIFORNIA SINCE 1939 uy 


TOTAL NET PAID CIRCULATION 


A.B.C. Publisher’s Statement, Sept. 30, 1946 


BASED ON 


EDITORIAL 
EXCELLENCE 
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sunpay 152,744 


WILLIAMS, LAWRENCE & CRESMER CO 
tional Representatives Including Sunday Magazine S 
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SHAVE, KNOWN FOR YEARS 


*TEST CITY, tt 
7s PEORIAY 


; 
National Advertisers and Agencies have long recognized the 
. fact that it’s good business to TEST IN PEORIAREA . . 


SELL THE NATION. 


sgeesssqaesssieeee 


*The SILEX Company, after considerable 
research, selected Peoriarea as the IDEAL 
Market for their comprehensive test. 
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. then 


PEORIA JOURNAL.. STAR " 


PEORIA NEWSPAPERS, INC, AGENT 


SAN FRANCISCO 


— CHICAGO 
SALT LAKE CITY 


The meat packers first called 
attention to the fact that the 
public decides the price of every- 
thing that it buys. If the public 
doesn’t like pork chops at the 
price quoted, the price comes 
down. They have to be sold, and 
they are sold ultimately at the 
price which the public wishes to 
pay. 

This unalterable fundamental is 
one reason why the labor unions 
which have adopted the policy of 
presenting their case to the pub- 
lic through advertising have a 
more than ordinarily difficult 
problem. They are not only con- 
fronted with the task of getting 
public opinion behind their drives 
for higher wages, but also of sell- 
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National Federation & ¢ Telephone Workers 


A Couple of Initials 
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ing the public on the idea of 
buying their workers’ products at 
the higher prices which these 
wage increases will entail. 

For some reason which is not 
clear to the disinterested observer, 
union leaders don’t seem to have 
grasped the fact that they and 
management form a_ business 
team which must sell its products 
or services to the public in com- 
petition with those of all other 
similar groups. Thus when the 
National Federation of Telephone 
Workers runs newspaper ads con- 
demning AT&T for not signing up 
for a wage increase, “thus avoid- 
ing costly nationwide strikes,” it 
does not attempt to meet the real 
issue of convincing the public that 
it ought to pay more for tele- 
phone service. 

It is true that its copy calls at- 
tention to the excellent profits of 
the Bell system, and predicts even 
larger profits in the future. But 
it does not say how much profit 
will be left if the wage increases 
demanded are paid, or how much 
more telephone service will cost 
if the companies operating in the 
AT&T system increase wages to 
the extent demanded, and like- 
wise absorb in their purchases of 
equipment and materials all of 
the other wage increases granted 
by those who supply them. 

The public has the idea that 
most of the current wage demands 
mean in effect, “More pay for less 
work.” No union whose copy has 
appeared since organized labor 
began to advertise has tackled its 
problem from the standpoint of 
justifying to the public the prices 
which their workers’ products must 
bring in the market when wages 
are raised. None has promised 
greater productivity to offset wage 
increases. 

Until this question is met fairly 
and frankly, union advertising is 
not likely to have much effect on 
public opinion. 

Incidentally, the fine line at the 
bottom of the telephone workers’ 


ad reproduced above, which you 


Why Labor Union Advertising Has a 
Difficult Sales Job 


By G. D. CRAIN JR. 


can’t read, is interesting. It says: 
“This advertisement is contributed 
by the International Ladies’ Gar- 
ment Workers Union (A. F. of L.) 
so that the public may know the 
facts and help speed a just settle- 
ment.” 


To Doring & Schmitt 


Chemical Engineering Progress, 
published by the American Insti- 
tute of Chemical Engineers, New 
York, has appointed Doring & 
Schmitt, New York, to handle its 
advertising. Business papers and 
direct mail will be used. 
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‘Photography’ to Be 
Published Quarterly 


Photography, previously pub- 
lished as an annual by Ziff-Davis 
Publishing Company, Chicago, 
will appear as a quarterly, be- 
ginning with the fall issue, out 
Aug. 22. It will be standard 84x 
11 inches in size and will carry 
advertising. 

Development of Photography as 
a quarterly, devoted particularly 
to outstanding photographic de- 
velopments, will give Ziff-Davis 
two photographic publications. 
The other is Popular Photography, 
a monthly. 


Schneider Joins K&E 


John Schneider, formerly copy 
supervisor of Lennen & Mitchell, 
New York, has joined Kenyon & 
Eckhardt, New York, in a similar 
capacity. 
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The Newspaper PM 
Is Pleased to Announce 
It’s Membership In The 
Audit Bureau of Circulations 


The initial report of the Audit Bureau of Circulations 
for the Newspaper PM has now been completed. 


1 
| 
! 
1 
1 
1 
I 
| 
1 
1 
1 
1 
| 
1 
I 
I 
1 
! 
1 
| 
Circulation Figures for the 6 month period 
ending September 30, 1946. | 
| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

1 

1 

| 

| 

1 

1 


97,337 Sunday 


115,758 Sunday 


69,886 Sunday 


185,644 Sunday 
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The first two ads in the series 
the American railroads, which 
gan in February through Mc- 
(ann-Erickson, appeared in 1,736 
dailies in 1,405 cities and in 8,700 
weekly newspapers. This list, 
wever, probably will be cut to 
a total of about 9,000 papers. Copy 
will run as “occasion” arises. 
135 Class I railroads, including 
the C&O group, are participating. 


The insertions are signed in their | announced 


areas by the eastern, western and 
southern groups. The account still 
appears to gross $3,000,000 an- 
nually. 

Robert R. Young was “muzzled” 
for perhaps the first time in his 


tee of the Bureau of Advertising, 
ANPA, headed by William Robin- 
son of the New York Herald Trib- 
une requested that he delete cer- 
tain parts of his talk at the bu- 
reau’s annual dinner in New York 
April 24. The references had to 
do with foreign relations, specifi- 
cally with Russia, and with Henry 
Wallace’s recent shenanigans 
abroad. 
* * * 

One bit of evidence of increas- 
ing interest by newspaper pub- 
lishers in the efforts of the Bu- 
reau of Advertising to knock 
magazines and radio over the 
head on the “all business is local” 
theme is the fact that attendance 
at the bureau session of the ANPA 
convention this year was more 
than twice as large as last year. 

* * * 


Lever Bros. seriously considered | 
running a special newspaper cam- | 


paign on its recent 10% price re- 
duction, but then decided against 
it. 

* tk * 

Advertising Federation of 
America will announce soon that 
it has had more than 12,000 en- 
tries in its high school essay con- 


test on advertising. Thirty-eight | 


advertising clubs are participat- 
ing. Winners will be announced 
at the AFA convention in Boston 
May 25-28. 

* * * 

The New York Herald Tribune 
spent about $1,000,000 in space 
advertising in 1946—newspapers, 
car cards, outdoor, etc.—as against 
only about $200,000 by its bigger 
rival, the New York Times. A 
major part of the Times promo- 
tion, however, went into events 
in the Times Hall and its owner- 
ship of Station WQXR. 

Despite a price increase to 15 
cents a copy last winter, the 
Herald Tribune’s average circula- 
tion for the Sunday edition for 
the six months ending March 31 
reached the record mark of 729,- 
363. The Times on Sunday—still 
at 10 cents—now has about 1,- 
100,000. 

Family budgets seem to be go- 
ing to work for the dry forces. 
Brewers tell AA that beer sales 
were down 15%, whisky sales 

wn 35% in the New York 

tropolitan area in the first 
Quarter of 1947 from the same 
iod of 1946. 


‘he nation’s machinery for pro- 

tion of goods is now geared for 

$2)0 billion per year, Harold 

Beckjordan, executive secretary 

he Four A’s, told a representa- 

of the Atlanta Journal re- 

tly. Mr. Beckjordan also feels 

t advertising is the key to the 

s distribution needed for this 

put. This production, he says 

s for about 60% more adver- 

g than the highest prewar 
els. 

n the 
kjordan the 

ild go to about 100% 

ndustrial strides made 


n 


South, 


says, 


Mr. 
increase 
in view 
in that 


however, 


MMU AN ECM IVES 


All | 
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region during the war. He also 
points out that the number of ad- 
vertising agencies in the South 
has increased 300% over the num- 
ber six years ago. The South, he 


_thinks, has more things to sell and 


is going after the “quality” mar- 
ket. 


In five-column space in the 
Milwaukee Journal, Pabst recently 
that its output was 
greater during 1946 than 
other brand. Private Lines (AA, 
Jan. 20) revealed that Pabst led 


‘in shipments of beer during the 


last five months of 1946. Warwick 
& Legler, New York, is agency for 


| Pabst Sales Company. 
career when the dinner commit- | 


Joins Ross Personnel 

Helen F. Bond, a space buyer 
with Buchanan & Co., New York, 
has resigned to join Emily Ross 
Personnel Service, New York. 


any | 


Present Awards 
to L.A. Ad Women 


Los ANGELES Helen Jennings 
and Mary Jane Hoene, who handle 
newspaper advertising copy for 
J. W. Robinson Company here, 
have been declared joint winners 
of the Frances Holmes Achieve- 
ment Award for outstanding work 
in the advertising field. 

The award, to be presented an- 
nually hereafter, is sponsored by 
the Los Angeles Advertising 
Women. It was’ named _=§$ for 
Frances Holmes, who in_ 1909 
opened the first woman-owned 
advertising agency in the U. S., 
and who is still in business here. 
She attended the _ presentation 
ceremonies. 

In addition to the major award, 
statuettes were presented in nine 
classifications, all of them _ to 
women working in advertising or 
allied arts in southern California. 
These winners included: Misses 
Jennings and Hoene, fer news- 
paper advertising; Bernice Gas- 


perik, Haggarty’s, outdoor adver- 
tising: Marcia Drake, Bergen-Cun- 
ning Television Center, television; 
Madelyn Persons, publicity; 
Marion Fay, Rogers & Smith, pub- 
lic relations; Zelpha 
3ogert, Beaumont & MHohman, 
trade publications: Kay C. Jones, 
Abbott Kimball 


Company, con- 
sumer publications; Helen Ed- 
wards, direct mail, and Betty 


Mears, radio. 


Runs Builders Section 


The Minneapolis Sunday Trib- 
une on April 21 published a 56- 
page home-builders section, first 
ever published by the paper, con- 
taining information on gardening, 
home beautifying, construction 
and repairing. 

Names Blauvelt 

Charles D. Blauvelt, formerly 
assistant secretary of the Irving 
Trust Company, New York, has 
been named export manager of 
Superior Coach Corporation, 
Lima, O., manufacturer of school 
coaches, funeral coaches, ambu- 
lances and passenger buses., 


Samoiloff 
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Separates Sportswear 
Fashion Frocks, Ine., Cincin- 
nati, has established a _ separate 
business for the design and manu- 
facture of women’s, children’s and 
men’s sportswear. The new com- 


pany has been incorporated and 
chartered under the name of Re- 
laxware, Inc., and will use the 


trademark Relax. The first plant 
will be opened in Loveland, O., 
with Edgar Deane Meyer as presi- 
dent of the new company. 


THERE'S PLENTY OF 
BUSINESS IN 


Dealer who votes 


Small Talk ? 


No! Decisive talk by a Major Hardware 


Every hardware dealer makes daily decisions that 
are vital to the sales volume of those who supply him. 
To make these decisions he must be informed on the 
latest trade developments, selling ideas and products. 

He does this by studying first and completely the 
one source of hardware information in which he is as- 
sured of finding practically all the product sales mes- 
sages of manufacturers interested in hardware dis- 
tribution. He reads his Hardware Aége first and com- 
pletely every-other-week. 

More than 90% of the companies who tell and sell 
the great national hardware market advertise in 


NET PAID CIRCULATION ON APRIL 


The only 100% wholly voluntary, paid-in-advance trade 
circulation in the national hardware field. Renewal per- 


centage 86.99%. 


Say the word and a Hardware Age representative will 
call and present additional facts regarding the billion and 
a half dollar hardware market. 


Hardware Age 


MAIN ENTRANCE TO THE GREAT HARDWARE MARKET 
A CHILTON 0) PUBLICATION 
* Charter Member * 


100 EAST 42ND STREET NEW YORK 17, N. Y. 


@ 


@ 


your line in or out 


Hardware Age — and more than 50% of them adver- 
tise in this magazine exclusively. 

More than 19,300 hardware store owners and sales- 
men voluntarily pay in advance to receive Hard- 


ware Age 26 times a year... 


In addition, more than 5,600 executives, buyers 
and jobbers’ salesmen in the firms that do 100% of the 
wholesale hardware business, voluntarily subscribe to 


Hardware Aége. 


You can be certain that you will be remembered in 
these important moments of decision if you advertise 


consistently in Hardware Age. 


10, 


1947 —- 33,156 
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No Soap, Hannah, 
Or New Cars, Either 


To the Editor: In your March 
31 issue, the picture page showed 
the Hannah advertising agency 
enjoying morning coffee. 

On April 4, came a letter from 
David C. Welling, ad manager of 
Kent Products Company, Chicago, 
saying he had seen the picture 
and noted our coffee maker was 
not a Kent coffee maker. 

This bothered Mr. Welling so 
much that he sent us two of the 
Kent jobs, whose secret is a 
Flavor-Meter that requires no re- 
placement, is good for five years 
and does a superlative job of tim- 
ing and filtering (adv.). 

What we are now wondering, 
Mr. Editor, is whether or not! 
there are other advertising man- 
agers and companies as 


wide | 


Le 


This department is a reader’s forum. Letters are welcome. 


awake as Mr. Welling and his 
Kent Products Company who 
might react similarly. What we 


have in mind is sending you an- 
other picture showing the prewar 
cars we’re driving. 

Les HANNAH, 

Hannah Advertising Com- 

pany, San Francisco. 

[Editor’s Note: That’s all very 
well, Mr. Hannah, but we didn’t 
get a coffee maker from Mr. Well- 
ing, and we probably need su- 
perlative timing and filtering even 
worse than you do.] 


DeBeers Copy Clicks, 


Starch Ratings Show 
To the Editor: I do not know 
who writes “The Creative Man’s 


|Corner” of your very lively and 


always interesting publication or 
I would write to him directly. 
His comments on the DeBeers 


— nd 


diamond advertising campaign are 
what called forth this letter. It 
is unusual for me to answer any 
comment on advertising done by 


our house for our clients but this | 
comment seemed to me to be so} 


vindictive and so far from under- 
standing the purposes 


feel prompted to make an excep- 
tion. I am doing this also be- 
cause I cannot but suspect that 
some ulterior motive, perhaps 
suggested by someone _ outside 
your organization, prompted this 
very unusual attack. 

“The Creative Man” doesn’t 
realize that the diamond, the 
most precious of all stones, fell 
into disrepute in this country be- 
ginning about 1926, as reflected in 
the downward trend of diamond 
*sales even in the midst of the 
| great boom period ending in 1929. 


and the| 
success of this advertising that I| 


Troin better salesmen in less time with 
LLUSTRAVOX sound slidefilm equipment 


IELD-PROVEN in peacetime and war, in all types 
of sales and production training, 


way presentation is the one best way 


the least expensive. Trainees learn as much as 55% faster, 
and remember up to 70% more and longer than under 


former training methods. 
@ @ ideal for training salesmen and 


Illustravox two- 
the most effective, 


@ @ @ Today, over 80% of all sound slidefilm equip- 
ment in use bears the Illustravox trademark. Business 
leaders agree, [llustravox two-way training proves itself 
immediately in better trained salesmen (or other per- 
sonnel) and better sales records. Place your order 


today. The Magnavox Company, Illustravox Division, 


other employees, 


too, Illustravox uses dramatic pictures and spoken 
words to command interest, and focus full attention on 


your message. Presented in the home office or in the 


field, in the classroom or on the job, | 


quarters, never vary, never are musinterpreted., 


ILLUSTRAVOX 


THE ILLUSTRATE 


DIVISION OF THE Ma mawoxX COMPANY: FT 


MAKERS OF 


FINE RAD 


llustravox sound 
framing 


trat 


D VOICE 


“PHONOGRAPHS 


Dept. AA-5, Fort Wayne 4, Indiana. 


* * * 


See ‘‘The Illustrated Voice.“’ Ourstandine commercial film 
of the year, it shows how Ulustravox can best be applied to your 
slidefilms always carry the authoritative voice of head- specifi /ling, or promotion needs. Ask your Ilus- 


v dealer or film producer for a showing today! 


|of whisky advertising 


One of the principal reasons for | 
this was the advertising done by | 
the credit jewelers throughout 
the country in newspapers, injur- 
ing the position of the diamond 
with the better part of the dia- 
mond market—that is, young men 
and women of good, middle-class 
American background. “The Crea- 
tive Man” also doesn’t realize that 
this campaign “like its prede- 
cessors” has extremely satisfac- 
tory Starch ratings and that its 
‘“‘pseudo-poetic copy” has about 
the highest Starch rating for 
“read most” among women, to 


/whom we are particularly point- 


ing our campaign in the maga- 
zines in which it appears. He 
also doesn’t realize, although we 
say so, that these are the actual 
prices of diamonds that we find 
in quarterly checks made among 
hundreds of jewelers from coast} 
to coast in all sizes and types, in- 
cluding a large proportion of 
credit jewelers. One of the pur-! 
poses of the campaign is to tell the | 
public what diamonds would cost. 
at American jewelers. 

I should, however, acknowledge | 
to you and to “The Creative | 
Man” my appreciation of the very | 
nice things he had to say about | 
the Yardley campaign a week or | 
two ago. 

The advertising of diamonds | 
handled in a_— sledge-hammer 
LS/MFT manner, although ex- 
cellent for cigarets would, in our 
judgment and our advertiser’s, be 
ruinous to the _ position 
diamond. 


GEROLD M. Lauck, 

Executive Vice-President, 

N. W. Ayer & Son, New York. 

P.S. The only Starch rating we 
have yet on the particular adver- 
tisement shown by ADVERTISING 
AcE is from Look. It rates 247 
Cost Ratio for Read Most by 
women and 150 Cost Ratio Read 
Most by men. 

[Editor’s Note: The Creative 
Man’s corner could obviously be 
wrong in appraising an ad, but 
AA assures Mr. Lauck and all 
other readers, that “vindictive- 
ness” and all other “ulterior mo- 
tives” have no place in this or 
any other department of ADVER- 
TISING AGE. |] 


v v ¥ 

Nothing's New, Reader 
Reminds Creative Man 

To the Editor: In the March 31 
issue of ADVERTISING AGE the 
Creative Man _ presented’ two 
whisky advertisements—one a 
Four Roses ad, and’one for Three 
Feathers—and expressed wonder- 
ment how two such similar ads 
came to be. 


Since I have long wondered 


|why all whisky advertising isn’t 
like Four Roses, I can only deduce 


that the Creative Man’s analysis 
is super- 
ficial. 

Let me start this way: If a man 
strikes gold and stakes a claim 
does that mean that anyone who 
digs nearby lacks originality? If 
you do, you don’t know your gold 
rushes. 

You see, when a copywriter sets 
out to create a good whisky ad, 
he must recognize several points. 
For one thing, the copy must be 
brief. People are more interested 
in drinking whisky than reading 
about it. 

Whisky, like anything else that 
goes into a _person’s’ stomach, 
should be sold on appetite appeal. 
That means a mouth-watering 
drink, in four colors. You can’t 
leave the drink standing there, so 
you create a situation . tell a 
little story. So you toss in a clever 
headline, and tie it up with the 
copy. When you've finished fol- 
lowing these simple rules you look 
at what you’ve got. Lo, and Be- 
hold! It’s a Four Roses ad! 

Every writer worth his salt tries 
to be original. He constantly 
strives to be different do 
something that’s never been done 
before. But he finds more and 


of the) 
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more as he gains experience, that 
nothing is new. And, that certai 

devices and approaches not on 

prove their value in readersh 

figures, but in ascending sal 

graphs. 

For example, it is a well estal 
lished fact that food must be so! 
on a basis of. appetite appeal. Th 
is best handled by  presentin 
four-color shots of delicioi 
dishes. You drool over them. You 
stomach tells you to try then 
Many food accounts use this de- 
vice because it is the soundest. 

No one says anyone is copyin: 
anyone else. They are all inter- 
ested in selling their product in 
the best possible way. 

Columbus discovered America. 
We thank him very much. And 
we are very pleased that everyone 
who left Europe to come to the 
New World didn’t feel ashamed 
of himself. 

The Patent Office in Washington 
will tell you that you cannot copy- 
right an idea, to which Chester- 
field will shout loud hurrahs. 

When American Tobacco came 
out with Lucky Strike Means Fine 
Tobacco, Chesterfield followed 
right along with Always Buy 
Chesterfield without blinking an 
eye. So don’t blame poor Three 
Feathers for a universal realiza- 
tion. It’s simply that a man can- 
not write a bad ad just to be 
original. It isn’t worth the price. 

Anyone who’s worked on a 
whisky account from a creative 
point of view knows what I mean. 

DALE ROBBINS, 
New York. 


7, 
Warns Against Generic 
Use of Product Names 


To the Editor: In accordance 
with the terms of the Lanham 
Act, this letter is written for the 
purpose of guarding against the 
generic use of the _ following 
trademarks: 

FAXPAPER: This is the property 
of Radio Inventions, Inc. 

Fax, FAXIMILE: These are the 
property of Faximile, Inc. 

These trademarks are to desig- 
nate the products of Radio Inven- 
tions, Inc., and its subsidiary, 
Faximile, Inc., as well as_ the 
products of licensees of the above 
companies. 

Therefore, if you should have 
occasion to use any of these trade- 
marks, will you please call atten- 
tion in the usual way to the fact 
that they are trademarks of the 
companies as stated above. 

R. W. BRISTOL, 


Executive Vice - President, 
Radio Inventions, Inc., New 
York. 


v v v 
Ad Manager Wins a Tie 
To the Editor: You can help us 
settle a little private controversy 


/if you can tell us who, according 


to latest available figures, is the 
largest advertiser in the world on 
the basis of dollar and cent ex- 
penditures. You can help us ac- 
quire a new tie the easy way f 
you can help us prove that Gi'- 
lette does not hold this “worlds 
largest advertiser” distinction. 
we recall your latest availabe 
figures on a national basis pul - 
lished several months ago, Gi - 
lette was way, way down the li*! 
and we can’t believe that the! 
advertising in other countr) : 
could possibly put them on t 
Are we right? 


E. S. JAQUES, 
Advertising Manager, Maste! 
Lock Company, Milwaukee. 
{Editor’s Note: Right. Proct 
& Gamble leads all the rest. ] 


v v v 
Milwaukee Bakery Use: 
Adult Education Ads 

To the Editor: Enclosed ple: 
find a photograph of an edu 
tional poster utilized in the o 


door advertising campaign 
juvenile aid. 
This design is the first in 


series of 12 such posters. A 
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Karl’s Bakeries.” 


IN THE INTEREST 


100 showing will be posted in 
metropolitan Milwaukee over the 
ensuing 12-month period. At an 
informal unveiling program of 
this first display, prominent civic 
jleaders—recognizing the urgent 
demand for such a program— 
gathered to endorse this theme. 
Employing the primary mes- 
sage “Teach Your Children the 
Right Way to Live,” the program 
offers an appeal which is de-/| 
veloped in follow-up posters. De- 
signs to follow include: (1) Chil-| 
dren Have Problems, Too—Help 
Them. (2) Your Children’s) 
Friends are Important. (3) Take | 
Time Out to Play With Your | 
Children. (4) Children Must 
Learn—Parents Must Teach. (5) | 
Cooperation and Understanding | 
are Essential Between Parents 
and Children. 
Along with each of these de- 
signs, a pictorial treatment will 
feature family scenes. 
Recognizing the public relations | 
advantage through a policy of | 
better friendship for better sales, 
Robert M. Peters, president of 
Mrs. Karl’s Bakeries, adopted this 
project of adult education in the 
Milwaukee market. William) 
O'Sullivan, account executive of 
3arnes Advertising Agency, and | 
C. W. Marks, account executive | 
of Cream City Outdoor Advertis- | 
ing Company, developed the pro- 
gram with Mr. Peters. | 
Posters are imprinted “In the) 
Interest of Better Living ... Mrs. 
The copyrighted | 
poster series was created and de- | 
veloped by Barnes Advertising 
Agency, Milwaukee, and is now 
open for syndication. The posters 
employ a new photographic half- 
tone treatment, by which the 
height of photograph accuracy is 
attained. 


R. T. SALICK, 
Cream City Outdoor Adver- 
tising Company, Milwaukee. 
v v v 


Tots Up 3 Pages 
of Wasted Newsprint 

To the Editor: It occurs to me 
that perhaps admen might limit 
themselves to a certain equitable 
percentage of the white space they 
consume in retail advertising. This 
to help alleviate’ the newsprint 
shortage — which in turn affects 
their own “ad-vailability.” 
Enclosed clippings are sent 
ong to dramatize this waste of 
ewsprint in one edition of the 
Vew York Herald Tribune Sun- 
day—one section only). I com- 
pute this white space roughly to 
at least three pages of newsprint. 

Ray THOMPSON, 
Advertising, Wyn- 


Cartoon 
‘ote, Pa. 
v v v 


Telicon’s in the Parade 


fo the Editor: We noticed in 
article on U. S. television in 
ir April 14 issue, you forgot 
mention that Telicon Corpora- 
1 is also manufacturing sets for 
erns, clubs, bars, grills, ete. 
eed, we should like to draw 
ir attention to the fact that 
“Town Club” Telicon gives 
largest projection picture of 
namely, three square feet. 
\ number of “Town Club” Teli- 
s have already been installed 
Manhattan, Brooklyn and New 
sey. Production is rapidly ex- 
ding and the company has a 


LIVING Ms Kee BAKERIES 


OF BETTER 


| tion 


very substantial backlog of orders 
on hand. 

“Town Club” Telicons were 
demonstrated in action on Mon- 
day and Tuesday of this week at 
the Television Institute exhibi- 
at the Hotel Commodore, 
alongside of RCA, DuMont and 
U. S. Television Company sets. 
Many hundreds of people viewed 
the opening of the baseball sea- 
son on the sets, and Telicon re- 


ceivers proved the largest, bright- 
est, and steadiest pictures at the 
show. 

The exclusive Telicon 
of “push-button” 
favorably commented upon, and 
remarks were overheard that 
“Telicon was the Cadillac of the 
industry.” 

We would welcome a visit from 
you or any of your editorial staff 
to a Telicon demonstration. We 
have shows three times a week at 


feature 
control was 


eight o’clock on Monday, Thurs- 
day, and Friday evenings. On 


Mondays and Fridays, boxing is 
featured, while on Thursday there 
is a variety show. 

S. SAGALL, 


President, Telicon Corpora- 
tion, New York. 
v v v 


Wants Lists Corrected 


To the Editor: Would there be 
a chance of your publishing our 
correct address—Chamber of 
Commerce building? 

Apparently mailing list houses 
pick up addresses from ADVERTIS- 


(xia 
eae 


ING AGE and use them for months 
on end without checking. Our 
address has been changed for 10 
months and we have sent out 
change of address cards for some 
time—with no apparent effect. 
Our original address appeared 
in ADVERTISING AGE and everyone 
seems determined to keep us at 
that address. 
BILL BONSIB, 
Bonsib Advertising Agency, 
Denver. 


wii v 


He Used ‘Yes’ Idea Too 


To the Editor: Congratulations 
to Coca-Cola on its “Yes” award- 
winning poster. 

The Detroit chapter of the 
American Red Cross knows how 
effective the use of that single 
affirmative word “yes” is. In late 
1941, when war expanded Red 
Cross services and needs so 
quickly, it was my good fortune 
to come up with “Yes” as the 
slogan of Detroit’s Red Cross cam- 
paign. Response was 


terrific. 
Both those asked to serve and| 


67 
those asked to contribute gave the 
slogan as their answer. It proved 
to be a most positive force in the 


work of the Red Cross. 
It gives me that good feeling to 
see my idea, not only used by as 


keen an advertiser as Coca-Cola, 
but becoming a champion! 
JAMES SCHERMERHORN JR., 
Public Relations Counsel. 
Raphael G. Wolff Studios, 


Hollywood, Cal. 
52 
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| a5 PHOTO GENUINE PHOTO 
GLOSSY 
Unsurpassed in 
Quality at any Price 


‘ sO NEGATIVE CHARGE-NO EXTRAS OF ANY KIND 
$6.73 per 100 MOUNTED 
$55.00 per 1000 ENLARGEMENTS == “4 
POST CARDS or 4°x5°s | 30°x40° $3.85 EA. 

20° x 30° $2.50 EA. 


$22.00 per 1000 Lots 

24 HOUR SERVICE ON REQUEST 
Made In fabs and studios of internationally. 
famous photographer, James J. Kriegsmann. ¥ 


Ce : 165 West 46th st. 4 
an opsler BRyant 9-1723 KY a 
“WE DELIVER WHAT WE ADVERTISE" 


. like California without the 


BILLION DOLLAR VALLEY OF THE BEES 


*Sales Management's 1946 
Copyrighted Survey 


NATIONAL REPRESENTATIVES. . . 
* LOS ANGELES 


NEW YORK 


McCLATCHY NEWSPAPERS’ 


CONSUMER ANALYSIS 


This analysis, ready soon, reveals 
buying habits, brand preferences, 
ownership and dealer distribution 


of California's 
Central Valley Market 


in the West's brightest mar- 
ket. A must for agency and 
sales executives—be sure you 
get a copy. 


M°&CLATCE 


. O'MARA & ORMSBEE, INC. 
SAN FRANCISCO 


» DETROIT - CHICAGO - 


| T TAKES only a small crew of newspapers to cover the 
Billion Dollar Valley of the Bees. These are the three 


McClatchy newspapers—reaching 


far more prosperous 


Valley people than any competitive combination, local 


or West Coast. 


Prosperous people? Most certainly. Per capita retail 


sales in California's great inland 


average by 37%. Food sales run 30% 


market top the U.S. 
higher.* 


So do not overlook this huge and thriving market in 
California. And don't forget it is an independent, moun- 


tain-circled market that calls for 


local coverage. That 


naturally means The Sacramento Bee, The Modesto Bee 


and The Fresno Bee. 


Wi 


Yh) & 7 Abe 
1 \ 1) VV | % Al ae 
THE SACRAMENTO BEE 


THE MODESTO BEE 
THE FRESNO BEE 


) \dvertising Age, May 5, 1947 . ; 
a e 5 
mmee leach Your Children % 
ESS the Right Way toLive e 
po 
. 
p k 3 
{ 
e 
| : — Va fe ; ae ew i a TIS ae 
OSEAN Soriéthing M ising. Sit 
a a. — Oey . Re i, > ’ Wh. 4 tone " ra 5 7 
i? — a X = 4 “SS oe og 4 a a 
~~ * sti ’ > - \ . . ‘ pO . py ae = 
: . Ms ~ << Coe ep . ™ - , We uae , ™ . ai " 
° pape a Sip. , \ i, ~~ be jl 
ee a ar? = i oe 3 se ™ : ~ ) Pe ~ oe ‘in ell ia - ai 
al rey ih ‘ Jon 
> — » oN om =) Fe \Y ss 
_ oo / Kes 
ae i om adieu st. aS = . 
rE 
ee 2 
RYG3 2 7 j 
ae PO PT —i(i‘“‘(‘iardR:C;CSC lL ; 
"Oe a 
ss f? eo . 
= ye te ‘ 
~~ ewe pt 
’ “i ry _ ees 
SH ZEN Ss ” 
7 3 ame «| — 
i, FF, ; 
oa 7] i 
rest. ] Sia 
_ a ae 3 ey BP | 


Creates 5 Sales Posts 

refrigeration 
sales department of the Frigidaire 
Motors Cor- 
poration, Dayton, has created five 


new sales 
They are: 


management posts. 
Farm and locker mar- 
ket sales, with J. A. Smith as 
manager; air conditioning sales, 
C. F. Wood, manager; special ap- 
plications, G. A. Hayner, manager; 
case and fixture sales, G. H. 
Ewing, manager, and water and 
beverage cooler sales, L. E. Smith, 
manager. 


Philco Promotes Otter 


John M. Otter, sales manager 
of the radio division, has been 
promoted to general sales man- 
ager of Philco Corporation, Phila- 
delphia. Fred Ogilby, general 
manager of the New York branch, 
has been named to succeed Mr. 
Otter. 


MacGregor Joins Wilson 


‘This Week’ Shows 
New Data on Chain 
Drug Operations 


New York — This Week Maga- 
zine has begun showing a new 
presentation that took six months 
to prepare, cost $25,000 to print 
and contains hitherto unrevealed 
data on the operations of the na- 
tion’s major drug store chains. 

Besides covering the over-all 
retail drug business, it contains 
complete data on revenues, num- 
ber of stores, advertising budget 


counties (incidentally very close 
to the 9.2% shown for A&P groc- 
ery stores in last year’s survey). 

The 133 Peoples stores, in 40 
counties in six Atlantic Seaboard 
states, do 23.4% of all drug store 
business in their counties. At the 
oposite end of the scale is Ford 
Hopkins, nearly all of whose 41 
stores are located in county seats, 
doing 4.1% of the volume in its 
counties. 

Greater differences are shown 
as to the amount of business done 
by each chain in different classes 
of goods handled. The study 
points out that, although 55.1% 
of drug store business is in to- 
bacco goods, toilet goods and the 
like, business could not be re- 
tained if the drug stores lost the 


Advertising Age, May 5, 1947 


each class of goods. 

The presentation includes maps 
in color showing in which coun- 
ties in the U. S. each chain op- 
erates stores. Circulation of This 
Week in all counties served by 
each chain is shown in compari- 
son with circulation figures of 
Ladies’ Home Journal, Life, The 
Saturday Evening Post and Wom- 
an’s Home Companion. While this. 
in most cases, shows higher circu- 
lations for This Week, compara- 
tively poor showings are indicated 
for it in the Katz & Besthoff and 
Gallaher studies. 

The study was prepared by Ray 
Hahn and Roy Wright of This 
Week’s sales development depart- 
ment. 


eT ee pale SSO ee Cen | the location of stores for each of “heart” of their business — pre- WWSO Names Bellamy 
Th JOURNAL-TIMES pany, has been named sales man- 16 drug chains which do nearly scriptions, drugs and drug sun- | O. R. Bellamy, formerly account 
e Aerie agree tall ager af the lighting division of two-thirds of chain drug store) dries. Chains must, it asserts, in- executive of the Frederick W, Ziv 
THE ALLEN KLAPECO 8 REPRESENTATIVES J. &. Wilson Lighting & Display volume and 14.7% of all drug) crease their drug and prescription pe ery rig as grnnnte ee a 
Ltd., Toronto. store volume in the U. S. Such! business as much as they boost | eae eer of on aoe eaale Station 
figures are given for all years|their more peripheral business. WWSO. Springfield, O., which “ 


from 1929 through 1945. 

* The study is comparable to the 
publication’s presentation, ‘Cor- 
porate Grocery Chain Volume,” 
completed last year (AA, June 17, 
°46). That study, now being re- 
| vised, was based on trade pub- | 
| lication and government sources | 
and, largely, on reports by the 
grocery chains to the Securities 
and Exchange Commission. The 
new study is based chiefly on re- 
ports by drug chains to This 
Week; few in the field sell stock 
publicly and thus have not filed 
SEC reports. 


The study shows, for each chain, 
the percentage of its volume in 


expected to begin operations 
June 1. 


From AUTOMOBILES to = 
ZINNIA SEED PACKETS $88 ik 


WELL BUY OME OF EACH! 


7 Operate Over 100 Stores 


The new study shows that there | 
are 300 drug chains in the U. S., | 
each of four stores or more. Seven 
operate 100 or more outlets; seven 
have 50 to 99 stores; 67 have 10 


to 49 stores; 128 have from five to aie 
nine stores, and 91 have four . T 
stores. Together, they did a $704,- Mor 
000,000 volume in 1945, or 23.29% dec’ 
of the $3,023,000,000 total U. S. $67 
drug store business. In 1929, sure 
chains did $312,000,000 of busi- sole 
ness, or 18.46% of the total. In $19. 
1941, they handled slightly over mal 

rl , 2 fourth : ol- 
...an all-time high circulation of olga a ee . 
-_ * Four of every five chain drug a 
970 stores are located in cities of 50,- | i ” tise 
/ | | = or more population. Half of As “young marrieds”— and those soon-to-be, we need oth 

ge all independent stores | i i 
: “DECEMBER 1946 ISSUE SD ise te viet cee ea ee ns et ee ee ee | 
Pa err ame re AS rap oy ch ie & de ee, Ce za git 36.9% of Chicago drug stores are families. After waiting this long, though, we want nom ine 
rs ee BEAR Sg RAR: 5. SS : KF dere Ye, chain stores, compared with 18% | Ng but the best—no off-brand articles for OUR house. A 
“rs Paige eer ‘ No Sir! We're spending our money for dependable | «a1 

e chains covere . : ; H i 

in detail reveal wide differences quality merchandise advertised in the — — veo 


in operations, although generally never fail to read — FOREIGN SERVICE. 
the chains are shown not to have 


reduced their number of ; 
crac Mn 1umber of outlets “7 e” represent the younger group “A” which dom- 


| inates FOREIGN SERVICE subscriptions. “A” is 
for Active, as in Active Market — the group that 
needs, and is waiting to buy, almost everything you 


16 Chains Listed 


The chains covered in detail in 


the study, with their number of have to sell. 
stores, average volume per store 2,000,000 FOREIGN SERVICE subscriptions 
(1945) and headquarters, are: includes: 

Walgreen, 425 stores, $281,784, : 
Chicago; United-Rexall (Liggett, A a, 1,000,000 World War II veterans — men rang- 
Owl, Sontag, Lane, Renfro), 579, \ ing in age from 21 to 31. 
elgg Los Angeles; Peoples, \ B— 750,000 World War II veterans from 32 to 47. 
133, $271,612, Washington; Whe- , 
lan. 165, $182892 New’ York: C — 250,000 World War I veterans from 48 to 65. ’ 
Cunningham, 99, $211,315, De- 
troit; Marshall, 44, $129,037, 
Cleveland: FOREIGN SERVICE PUTS YOUR PRODUCT ON THE ACTIVE MARKET! 

atz, 20, $1,006,640, Kansas 


(B and C are dormant only by comparison) 
... and when your ad appears in FOREIGN SERVICE, it is 


City; Sun Ray-Nevins-Media, 125, 
$156,272, Philadelphia; Gray-Rut- 


1dge ( 2149 989 “lawal. . . 
“em = yy oe er delivered directly to 2,000,000 homes. There are no unread copies 
ead, ; De P 5 d€ re, . 
Hook, 52, $209,175, Indianapolis: left to languish on newstands to be returned, later, to dealers. 
Gallaher, 42, $212,131, Dayton; 
Ford Hopkins, 52, $158,246, Chi- 
cago: Dow, 40, $139,696, Cin- 


cinnati: Katz & Besthoff, 14, $257.- 
781, New Orleans; Sun, 29, $116,- 
773, Pittsburgh. 


OFFICIAL PUBLICATION 


VETERANS OF FOREIGN WARS | 


Volume of Area Trade Given 


As those and other figures indi- 


cate, the chains have widely 
varied operations. For example, 
Walgreen’s stores are located in Dan B.Jesse, Jr. & Associates, Inc. « Advertising Directors « 10 E. 43rd St., W. Y. 17, N.Y. 


172 counties and do 9.2% of the 


total drug store business in those 


Midwest Representatives: Raymond J. Ryan, 203 North Wabash Ave., Chicago, Illinois 
Pacific Coast: Ren Averill Company, 427 W. 5th Street, Los Angeles 13, Cal. 
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Nielsen Executive 
Predicts Increase 
in Druggist Sales 


Cuicaco—Sales by retail drug- | 
gists will continue to gain this 
year, fall off slightly in 1948 and 
thereafter make new records, 
J. O. Peckham, vice-president, 
A. C. Nielsen Company, told the 
National Wholesale Druggists’ As- 
sociation’s meeting here. 


|and $6,000 a year. 


Mr. Peckham said that drug 
store sales, which reached $3,- 
594,000,000 last year, may ad- 


vance to $3,602,000,000 this year 
and in 10 years reach $3,764,000,- 
000. He based his prediction on 
a 10-year projection of figures ob- 
tained in a market study. His 
figures, he said, represent possi- 
bilities rather than forecasts, and 
warned against permitting “any 
temporary decline in business due 
to inventory adjustments” to be- 
come a real business depression. 

“Buy normally and regularly, 
particularly on fast-moving na- 
tionally advertised, branded mer- 
chandise,” Mr. Peckham said. 
“Consumers’ buying habits and 
income are not subject to sudden 
fluctuations; these change very 
slowly indeed.” 


Hicks Tells Ad Outlay 


He warned that many consum- 
ers prefer to buy drug items in 
department stores, grocery stores 
and chain drug stores rather than 
in independent drug stores. In- 
dependents, he said, must be edu- 
cated to “play fair with fair 
trade,” to departmentalize their 
products, and tie in more with 
advertised brands. 

T. E. Hicks, of Hanly, Hicks & 
Montgomery, New York agency, 
declared that manufacturers spent 
$677,000,000 last year for con- 


sumer advertising of drug items 
sold in all retail channels, and 
$195,000,000 on items sold _ pri- 


marily in drug stores. 

Mr. Hicks declared that those 
figures mean retail druggists re- 
ceive greater support from adver- 
tisers than do retailers in any 
other trade. He said that adver- 
tisers spend about $3,900 in con- 
sumer major media per retail 
drug store. 

A “stop-watch” study of whole- 
sale drug salesmen by Dr. H. C. 
Nolen, University of Ohio, was 


reported by C. T. Lipscomb Jr., 


RIAL LITERATURE” 


a. 4 
senate’ Xe 
7, he 


vice-president, McKesson & Rob- 
bins, New York. 

The study shows that the aver- 
age salesman averages eight calls 


'a day, handles $287,000 of sales 


yearly and earns between $5,000 
Poorer sales- 
men, it was found, spend con- 
siderably more time in _ stores 
than do superior salesmen. 


B. H. Badanes Dies 


The first session was _ inter- 
rupted by the death of B. H. 
Badanes, Norwalk, Conn., vice- 
president in charge of purchases 
of McKesson & Robbins, who col- 


|\lapsed of a heart attack while 


addressing the association. Mr. 
Badanes, a member of the NWDA 
executive committee, joined Mc- 
Kesson in 1929. 

In his talk, Mr. Badanes esti- 
mated that a decline in sales of 
20% would completely wipe out 
the drug wholesaling industry’s 
net profits. 

The association went on record 
endorsing annual government 
censuses of business and manu- 
factures beginning this year, “as 


REVIEW CAMPAIGN—Looking over the first national magazine and business 
paper copy for Red Rock cola (AA, April 28) are: (standing) Mrs. E. M. Cole- 
man, advertising manager, Red Rock Bottlers, Inc., Atlanta; E. L. Withers, 
vice-president, and Roy S. Durstine, New York agency chief handling the 
campaign, and (seated) L. N. Conrad, president of the soft drink concern. 


proposed” in bills now before | yearly, and for full censuses 


Congress. 


ing 


only for 


sample 


Actually, bills provid- 


censuses 


| 


quinquennially, 
gress. 


are before Con- 
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Launches Paint Campaign 


The International Varnish Com- 
pany, Toronto, has launched a 
campaign in daily newspapers 
from coast to coast featuring its 
four main paint products (Elas- 
tica house paint, Kwickwork rub- 
ber enamel, Softone interior 
finishes and Glassite clear finish). 
Trade publications, window and 
counter displays, folders, stream- 
ers and a free dealer mat catalog 
also are being used. McKim Ad- 
vertising, Toronto, is the agency. 


DIE 
CUTTING 


| “STEEL RULE DIES 


Write, wire or phone 


ADVANCE 
FINISHING COMPANY ° 


325 W. OHIO STREET 
CHICAGO 10, ILL. 
Delaware 5517-18 


FOR 


NATIONAL PAPER 


INFORMATION OR SERVICE 
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t eal - Mirackion - 


One of the surest ways to win product acceptance is through an attractive package. 


set-up box effective for point of sale influence. 


coop lance 


Product identification, handling ease and its additional display space all make the 


The packaging field’s most versatile container, custom built for your product 
means increased profits. All these extra values are yours in set-up boxes’ shipping 


ease, easy storage and shelf display, take-home value, and greater economy. 


J7BOX MANUFACTURERS 
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HENRY II BEGINS CHAPTER II 


The II after this young man’s name is more than 
baptismal shorthand — for Henry Ford the Second 
is filling the job of second builder of the Ford Motor 
Company. 


Within a whirlwind 18 months he has retooled 
a Model-T administration . . . recast his labor rela- 
tions program . and blue-printed half a billion 
dollars’ worth of annexes to the Rouge. 


The story of Henry Ford II is one highlight in 
the greater story of all Detroit’s motormakers. For 
Detroit, world capital of motordom, is a focal point 
of the problem common to all U. S. industries and 
companies: The need of management to be more 
than custodians and to keep rebuilding with the 
fire and imagination of founders . For it’s a matter 
of black or red, not only in the books of corporations, 
but in the final ledger of our own democratic 
capitalism. 

The over-all subject of the May FORTUNE is the 
contribution of Ford and other top industrialists to 
American Productivity: C. E. Wilson of General 

‘lectric .. . Eugene Holman of Standard Oil 
Robert Young of the C. & O.... George Humphrey 


of M. A. Hanna... Royal Little of Textron ... Don 
Mitchell of Sylvania Electric. . And because 
the triumph of democratic capitalism depends — 
symbolically, at least —on their success, at home 
and abroad, the May issue is perhaps the most im- 
portant in FORTUNE'’s career. If it had a slogan, 
it well might be the slogan of America: “Only the 
productive can be strong, and only the strong can 
be free.” 

In recognition of FORTUNE’s role as Special Re- 
porter of America the Productive — and of enterprise 
at work and open for inspection — more manage- 
ment men...tne rebuilders...the young... .the 
productive these management men say the 


reading of FORTUNE today is an important con- 
tribution to their managerial leadership. 


No. 15 in the “Man of Adventure” series 


Contents of FORTUNE for May, 1947 


THE REBIRTH OF FORD—Under new management, the company 
is out to regain its lost leadership............5..0065 Page 
HANNA IS AS HANNA DOES-—A great ore business, headed by 
George Humphrey, sponsors a revolution in coal...... Page 
MR. YOUNG AND HIS C. & O.—No man has ever tied together 
a bigger industrial empire with a thinner shoestring... .Page 
THE SILICONES—A new class of synthetics gives birth to a new 
industry. Its products: high-temperature fluids, oils, greases, 
err er re errr rrr Page 
SYLVANIA ELECTRIC —Once a G. E. dependency, it is flourishing 
in the rugged competition of the electric lamp and radio 
MT Pe PEP OTEREEETE RTC Ure res ee Page 
THE AIRLINE SQUEEZE—In its year of greatest business, the 
industry lost money. Can the big, new planes lift it out of 


i. eerrrrr err er rerererry rrr er ee ere ee Page 
MR. WILSON AT WORK—How G. E.'s new president has re- 
draped the mantle of Gerard Swope.............--. Page 


HOW WELL CAN AMERICANS LIVE?—An inventory, expressed 
in charts, of the nation’s resources—and tastes—for a good 


_. PPP rrer ee UC ECET CPTI OCTET ULI Pere Page 
TEXTRON-A bold entrepreneur, Royal Little, has jolted the 
semi-depressed textile industry..............00ee005 Page 


THE GREAT OIL DEALS—U. S. business, doing business, does 


what government COANE! GO... .ccccscscccsccccives Page 


By subscription at $10.00 a year 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


BETTER HOMES WINS A PRIZE—John S. Robling, public relations manager of 
Better Homes and Gardens, Des Moines, center, holds the trophy given the 
magazine by the American Public Relations Association for "the most meri- 
torious public relations performance in the field of publications" for 1946. The 
others, left to right, are Dr. Paul F. Douglass, president of American University, 
Washington; Jack Barlass, general promotion manager of Better Homes; E. L. 
Sullivan, advertising sales manager of the publication, and Harry McHose, 
APRA president. 


COMPANION PIECE—Schnefel 


Bros. 


Corp., Newark, N. J., maker of La 

Cross manicure products, has brought 

out this new Naylon lip stick in shades 
to match Naylon nail enamel. 


RECREATION 


PRIZE WINNER—Winner of the grand 
prize in the annual student's poster 
contest sponsored by Central Out- 
door Advertising Co., Cleveland, was 
Dorothy Dingfield, February graduate 
of West Technical High School and 
now a student at Cleveland School of 


west virginia pulp and paper compan 


Art. 


WIN MEDALS IN NEW YORK ART DIRECTORS SHOW—A medal for design merit in the 26th annual exhibition of the 
New York Art Directors Club (AA, April 28) was awarded to Milton Weiner, N. W. Ayer & Son, for the Waltham Watch 
Co. magazine ad, upper left. The color photograph, upper right, for Farnsworth Television & Radio Corp. (through N. W. 
Ayer), won a medal for artistic merit for Gjon Mili. The editorial design for West Virginia Pulp & Paper Co., lower left, 
on a design merit award for Bradbury Thompson, art director. The Coca-Cola poster, right center, gave the annual Ker- 
in Fulton award to Paul Smith, art director of D'Arcy Advertising Co., and the direct mail art for Saks Fifth Avenue, lower 


CHAIRMEN—Richard W. Slocum 
(right) of the Philadelphia Bulletin, 
newly-elected chairman of the govern- 
ing board of the Bureau of Advertising, 
ANPA, appears with Irwin Maier, Mil- 
waukee Journal, the new vice-chairman. 


Actually she was picked first, 
second and third prize winner, but be- 
cause of the contest rules had to be 
content with the grand prize for the 
design shown at the top. 


right, won the merit award for artists Andrew Szoeke and Juke Goodman. 


AT ANNUAL DINNER—Heads of several advertising and publishing associations get together at the Bureau's dinner. Left to 

right: Sigurd Larmon, until recently chairman of the board of the Four A's; Elon G. Borton, president of Advertising Federa- 

tion of America; Charles G. Mortimer, chairman of the Advertising Council; A. W. Lehman, president, Advertising Research 

Foundation; Philip W. Thomson, president of Audit Bureau of Circulations; Cranston Williams, general manager, American 

Newspaper Publishers Association; William A. Thomson and Alfred Stanford of the Bureau of Advertising, and John Benson, 
head of the Committee on Consumer Relations in Advertising. 


DINNER SPEAKERS—Robert R. Young, chairman of the Federation for Rail- 
ay Progress (left) appears with former President Herbert Hoover and Senator 
Robert Taft just before the annual dinner of the Bureau of Advertising, ANPA, 
in New York, at which Mr. Young and Senator Taft were speakers. Pe ag 


17 


21 


JFEAU'S SALESMEN—Sales chiefs of the Bureau of Advertising. Left to right: H. C. Bernsten, general manager, Pacific 

dest division: Harold S. Barnes, associate sales director; Vernon Brooks, New York World-Telegram, sales committee chair- 

ar Alfred Stanford, national sales director; George Steele, Philadelphia Bulletin, retail committee chairman; Lyman L. Hill, 
new western manager, at Chicago, and John Giesen, retail director. 


- 
” PREXY POSES—David W. Howe (right) of the Free Press of Burlington, Vt., 


newly-elected president of the ANPA, with Edwin S. Friendly, New York Sun, 
elected vice-president. 
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10 Agencies Form 
Softball League 


New YorK — Ten advertising 
agencies here have formed an Ad- 


vail peal vertising Sports League, swinging 
ee iret xhe baer into action last week when the first 
yout * wo gent! “4 yr of a summer-long schedule of 80 
uel as yout , ny games of softball was played 
govree 1 ipaie® go a der® _ between William Esty & Co. and 
yanne eater *° you | Kudner Agency. During the win- 
grin? eine 10° tis =| ter season, the league plans to 

We of Pe qno 02*" yes | Sponsor a bowling tournament. 
at ak ert ni ® Agencies comprising the league 
M1 des ts are“ cat are, besides the two mentioned, 
prosh ist ot xnem: ris ei Grey Advertising, Young & Rubi- 
w ets nat zi Natl cam, J. Walter Thompson, Newell- 
V4 reme aavertisine Emmett, Benton & Bowles, Mc- 
pene gaver's onne"Y Gann-Erickson, Ruthrauff & Ryan 
© prod pera" and Hirshon - Garfield. Officers 
pealets ampere” are Al Gerfin of Grey, president; 
\ans John Reynolds, Esty, vice-presi- 
.[cuicaco) | dent, and William Vallee, Benton 

magi tsanceis i | & Bowles, secretary-treasurer. 
ale — The softball games will be 
— played Monday through Friday at 
DIR : - A 5 6 p.m. in Central Park. Profes- 


sional umpires, 
league, will handle all contests, 


| cisco, 


assigned by thes class magazines. 


and at the end of the season a! 


series of play-off games for the 
championship will be held. 


Launches Wine Series 


Cameo Vineyards Company, 
Fresno, Cal., has launched a na- 
tional campaign in Esquire, Gour- 
met 
for Croix Royale’s Select wines. 


House Beautiful and Sunset | 


Styled as editorial-type columns | 


entitled ‘‘Words 
Wise,” the ads have been written 
and signed by Charles H. Baker 


to the Wine-| 


Jr., food and wines editor of Town | 


& Country. 
ing distributed to wine retailers. 
Mr. Baker also is preparing a 
booklet on Croix Royale’s Select 
wines, vermouths, brandies, cor- 
dials and liqueurs. Botsford, Con- 
stantine & Gardner, San Fran- 
is the agency. 


Gets Jewelry Account 
Harry S. Bick & Son, maker of 
Bickson jewelry, has named Ray- 
Hirsch Company, New York, 
direct its advertising. A cam- 
paign will be launched in June in) 
Direct mail and | 
dealer helps also will be used. 


CANADA DRY 


pur 


STEP UP TO 
CANADA DRY QUALITY 


Designed for 


CANADA DRY GINGER ALE, INCORPORATED 


bv 


J. M. MATHES, INC., NEW YORK CITY 


Painting by LARRY ‘TISDALE 


Lithographed by 


CONTINENTAL 
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Store material is be- | 


| 


to | 


The April issue of U. S. Camera carries an article, ‘Penzance, 
Cornwall,” by Jacques Schier, art dir. of Jules Lippit Advertising 
Agency, New York. It is illustrated by photographs of scenes taken 
by Mr. Schier while he was in the service. . . Chet Thomas, gen’! 
mgr. of KXOK and KXOK-FY, St. Louis, returned April 22 from 
a three-week holiday in Florida... 

M. J. Metzger, vice-president of Bowman Dairy Co., Chicago, has 
the longest employment record in the company, with the completion 
of his 57th year. Employes with 25 or more years of service—and 
there are 475 of them—were honored at a dinner April 21 at the 
Hotel Sherman... April 26 was the wedding day of Bob Anthony, 
promotion dir. of 
WJR, Detroit, and 
Leona Sawn, assistant 
to Forrest U. Webster, 
Detroit ad _ counsel. 
They were married in 
the Chapel of the Lit- 
tle Flower. 

Denver’ Rotarians 
have elected a new 
president — Lloyd E. 
Yoder, gen’l mgr. of 
Station KOA — and 
will install him July 
1... Stanley A. Fer- 
ger, ad director of the 
Cincinnati Enquirer, 
and Clemens H. 
Bayer, assistant gen’l 
mer. of the Cincinnati 
Times - Star, have 
been elected to the 
board of trustees of 
the Cuvier Press 
Club... 

Rudolph R. Krebs, 
Cincinnati ad counsel, 
admits he’s been lead-~ 
ing a double life 
lately, with the in- 
vention of half a 
dozen gadgets that 
will make life easier 
for the housewife. He 
expects them to be on 
the market soon. . . Percy T. Cole, publicity rep of the Canadian 
Pacific Railway, was given a silver ticket of life membership and a 
silver cigaret case by fellow members of the Toronto Men’s Press 
Club before leaving to assume new duties with the Canadian Pa- 
cific in Chicago. .. Bud Jackson, promotion mgr. of KVOO, Tulsa, 
has been notified that one of his outdoor stories, published in Sports 
Afield, has been picked for inclusion in a short story collection 
called “Outdoors Unlimited.” . . 

Robert Acomb, pres. of Robert Acomb, Inc., Cincinnati ad agency, 
is author of “Jack and Judy in Bible Land,” strip-form Bible stories, 
recently signed up by the Chicago Sun Syndicate and scheduled to 
run in more than 30 newspapers. Friends of Carl Dietrich, sales 
prom. mgr. of Accurate Parts Mfg. Co., Cleveland, will be glad to 
hear that he’s able to be back at his desk part time, following a 


FISHERMAN'S LUCK—That's what Stuart Sherman, 
president of Sherman & Marquette, New York, called 
it, when he caught this 92-pound white marlin on his 
first deep sea fishing trip. The fish measured 7 feet, 
7/4 inches long, the second largest caught this 
season in the Fort Lauderdale, Fla., area. In the 
picture are Mrs. Sherman (left), Captain Frank 
Tischer, skipper of the Silver King Il, Mr. Sherman 
(right), and two unidentified admirers. 


AT AGENCY PARTY—Geare-Marston, 
the recent move of its Philadelphia office to two floors in the Stephen Girard 
building with a cocktail party attended by most of the top management of 


Inc.. celebrated its 19th birthday and 


its clients. Left to right are Lester E. Lighton, 
engineering, Electric Storage Battery Co.; 
same company; his son, John H. Dingee, 


ad manager, Keasbey & Mattisor 


Co.; Harold Geatrell, also of K&M's ad department, and C. V. Nicholson 
export sales, Henry Disston & Sons. 
severe bout with a rare disease called mononucleosis, which ke} 


him at home for a month... 
Jay Y. Tipton, v.p. of Gilham Advertising Agency, Salt Lake City 


has accepted the post of advertising instructor in the school o 
business, University of Utah, for the current spring quarter. He 
continuing his work at the agency, with which he has been asso 


ciated for 22 years... 

Lathrop Mack, western div. mgr. of spot sales for NBC, and Ethe 
Bell, exec. sec’y of the Southern California Broadcasters Associa 
tion, were married in Las Vegas April 11. .. Back from an elega! 
trip to South America with his wife, and presumably more read 
than ever to put extra oomph behind GM products, is F. C. Him 
melman, sales prom. mgr. of General Motors Corp... 

It’s an 814-pound colleen for Mark Finley, dir. of public relatior 
of Don Lee Mutual in Hollywood. The baby was born April 22 1 
Maeve O’Reily Finley, a Dublin girl herself 


vice-president in charge of 
A. N. Dingee, ad manager of the 
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Big Agencies Next 
as Guild Spurs 
Organization Drive 


(Continued from Page 1) 


the membership of the guild but 
rather to rely on a statement that 
it is part of the 30,000 workers in 
UOPWA. 

The union plans to establish Job 
classifications in future contracts, 
setting a minimum wage for each 
job. Wages will vary among 
agencies, however. That is, the 
union will set wage standards for 
apprentice copywriters and copy- 
writers in one shop which are not 
necessarily the same for a larger, 
or smaller, agency where it has 
a contract. 

Rosanne Walker, business rep- 
resentative of the guild, says that 
minimum wages are incorporated 
in only two of the six contracts 
now in force with agencies, but 
that they will be a part of all 
future agreements, and that old 
contracts will be renegotiated 
with minimum wage clauses. Miss 
Walker declined to give sample 
minimum wage levels, but cited 
UOPWA’s frequent aim that 
“minimum for all office work 
should be $35 a week, for profes- 
sional work, $50 a week.” 


Asks 35-Hour Week 


Other minimum aims: 

(1) A 35-hour week, time and 
one-half for overtime, paid both 
weekly and for all work over 
seven hours a day. 

(2) Job security enhanced by 
two-week layoff notices; union 
must meet with employer, asks 
opportunity to advance sugges- 
tions to avoid wholesale firings. 

(3) In cases where an employe 
feels his discharge unfair, the 
union policy is to submit it to 
arbitration, to the state mediation 
board where necessary. 

(4) Severance pay, beginning 
with one week’s salary for each 
six months’ service, but declining 
a little as it advances in length 
of service. 

(5) Rehiring rights guaranteed, 


EYE’CATCHERS 


IN THE OLD DAYS 


DVERTISING illustrations cost your 
dad his shirt. Nowadays everything 
buy costs you your shirt. Payday was 
appy day” but paydays don’t seem to 
ere anymore! Buyers’ resistance gets 
gre ter and greater and that is why we 
{ ea 

YOU MUST CATCH THEIR EYE BE- 
FORE YOU CAN MAKE THEM BUY — 


A 


1 it won't cost you your shirt to use 
EYE’ CATCHERS to give your ads more 
I You can get top-notch ad photos 

parable to anything national advertisers 
nd pay four times as much for. The 
is even less than stock photo houses 


on to your shirt and your pennies 


you have tried EYE’ CATCHERS. 
month 100 ad photos to choose your 
quota from. Only $7.50 per month. 


e on your letterhead for sample proof 
No obligation. 


with displaced employes entitled 
to return in order of seniority. 

The guild believes the effect of 
organization in the advertising 
field will be to (1) “straighten out 
the present chaotic salary situa- 
tion in which salaries have no 
relationship to seniority, ability, 
etc., but simply represent what 
the traffic will bear”; (2) reduce 
turnover, since the union thinks 
that once reasonable security of 
employment and advancement are 
established in the shop, the rapid 
flow of employes will stop. The 
union intends to shoot for the 
whole field of agency employes, 
from office boys to top copy- 
writers, art directors and assist- 


agency personnel excluded will 
be those who (1) perform super- 


visory functions—i.e., hire and 
fire; (2) hold office in the com- 
pany and are part of management; 
(3) participate considerably in the 
profits of the company. 


Seeks Operational Changes 


The union has in mind some 
changes in agency operation. Pro- 
motions should come from inside 


|the agency, it believes, with re-| 


'strictions on the agency’s right 
to hire outside personnel until it 
|has given its own employes care- 
'ful consideration. 
/much to stop turnover, the union 
believes, and points to the expe- 
rience of the Title Guaranty & 
| Trust Company, New York, which 


| 


“saved $100,000 from reduced 


| turnover.” 


This will do} 


None 


and the union is not asking a 
closed shop at this time. 

The union’s present dues call 
for $1.50 for members in non- 
union shops, and a sliding scale 
of dues based on salary for union 
shops, averaging $2.25 per month. 
As to business’ future, the union 
paints a dismal picture. ‘“We’re 
heading right into a depression,” 
Miss Walker told AA. The ten- 
dency among agencies to fire older 
(and more expensive) personnel 
and to replace them with cheaper 
people is dangerous, she said. 
| This viewpoint reiterates that 
of the handbills which the guild 


ant account executives. The only in its first year of union operation | has been giving away. The hand- 


‘bills (AA, April 28) charged 
| wholesale firings by a handful of 


of the union’s present} agencies, which the agencies sub- 
contracts call for a closed shop,| sequently denied. The handbills 
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asked “You want a raise’ it 
doesn’t come so easy now, does 
it? Nor do the promotions. You’re 
in competition with the fellow 
who is unemployed. And neither 
of you feel so good about the 
future.” 

The guild is located in the 
White Collar Center, 30 E. 29th 
St. 


IMPSON-REILLY, LTD: 
Pe Publishers Representatives — 


SINCE 1928 
'SAN FRANCISCO LOS ANGELES 
RUSS BLDG. GARFIELD BLDG. 
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o- | pe | 
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EYE CATCHERS, Ine. 


Street 
New Yerk 16, N. Y. | 
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Bete Promotes Kellogg ning L. Bete Company, Greenfield, | 
Norman E. Kellogg +gg been | Mass., advertising and public re-| 
promoted to art director of Chan-) lations firm. | 
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This month the Oldest Radio Station 
in the Northwest is twenty-five years 
old — and, boy!, what a difference 
those twenty-five years have made! 


But one thing remains almost the 
same. Whereas our listeners in 1922 
simply couldn’t “get” any other sta- 
tion, today they simply (almost) 
won't! Today in the rich Red River 
Valley, frequent listener-surveys have 
proved it's WDAY by six to one! 


Let us, or Free & Peters, tell you the 
amazing facts about the listener-pref- 
erence that WDAY’s better program- 
ming, better showmanship, better 
service has built, over these twenty- 
five years of radio pioneering in one 
of the nation’s richest agricultural 


You'll be glad you asked! 


areas. 


FARGO, N.D. NBC ..970 KILOCYCLES .. 5000 WATTS | 


FREE & PETERS, INC. 


Exclusive National Representatives 
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| tabulations when matched against 


' sampled for each 4,533 U. S. radio 
| homes. 


/compared with telephone homes 


| raise will be to boost the total of | 


Hooper National 


Ratings to ‘Raise 
Standards of BMB’ 


New YorK—The first nation-| 
wide Hooperatings, to be started 
this fall on a combination of tele- 


money we have handled 


that no owner, officer or employe | —— 
‘of C. E. Hooper, Inc., gets as high | Appoints Drew 
i salary and/or bonus as, for ex- 
femeng do two BMB officers.” 


|interviewers have gone up 35% 
since 1943, clerical costs up 60%, | | ton. 
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since |investment 600%, full-time field 
1938 has yielded us only $191,000 | ‘staff 300% (salaries 385%, travel 
in net profit. We should point out | cost 300%). 


Alice Honore Drew, advertising 

| manager of TelAutograph Corpo- 

Costs are up, he reported, say-/| ration, New Bosker has ponent re- 

tained as advertising consultant 

ing that average Wales t0 Seem |for the Holtzer-Cabot division ot 

| First Industrial Corporation, Bos- 

She will continue at Tel- 
office rent up 650%, equipment | Autograph. 


phone coincidental and “diary” 
methods, may be a means of 
“raising the standards of BMB 
measurement,” C. E. Hooper told | 
a press conference here last week. 

The diary method, Mr. Hooper 
emphasized, “costs no more” 
than the mail method employed 
by Broadcast Measurement Bu- 
reau, and “represents a higher 
standard of program measure- 
ment.” He pointed out that C. E. 
Hooper, Inc., has been “invited to 
make a presentation” of this sys- 
tem before BMB’s technical re- 
search committee. 

But Mr. Hooper added that his 
organization does not intend to 
compete with BMB nor to assume 
“anybody else’s function.” 

The U. S. Hooperating plan thus 
far has been shown informally 
before about 40 advertiser and 
agency meetings. When a com- 
plete presentation on it has been 
adopted, it will be shown to the 
ANA, Four A’s and NAB. 

Present plan is to do two U. S. 
Hooperatings annually, later in- 
creasing the frequency to six 
times a year. To provide fair and 
adequate samples, the map of the 
country has been broken into 100 
“states” with 40 “counties” to 
each state. 


Now Covers 36 Cities 


The scope of Network Hooperat- 
ings, starting May 1, has been 
expanded to 36 cities, with the 
addition of Jacksonville, Omaha 
and Syracuse. 

U. S. Hooperatings, Mr. Hooper 
explained, will involve: 

“1, Full home _listenership.” 
People who answer the call will 
be asked whether others are 
listening to the radio, over a sec- 
ond set, and to which program and 
station. 

“2. Full-measure telephone 
home sampling in 74 large cities.” 

“3. A diary coverage of 10,000 
radio homes, with a diary for each 
receiving set. Some 7,500 diary 
homes will qualify for use in 


sample standards. One home is 


“4. Separate tabulations of 
diary results for every program, 


in 74 cities; cross-section homes 
in 74 cities, and cross-section U. S. 
radio homes. 

“5. The weighted telephone co- 
incidental results for 74 cities 
provide the average audience base 
in two computations and one 
projection to produce transcon- 


the St.Paul Dispatch 
and Pioneer Press are 
the Only Daily Papas 
Read by 9O% of the 
351,000 people in 
the St.Paul A.B.C. 
city zone,” 


*Less than 10% of the people in the St. Paul 
City Zone read any other daily newspaper. 


RIDDER-JOHNS, 


NEW YORK 
342 Madison Ave. 


INC.—Naotional Representatives 


CHICAGO DETROIT ST. PAUL 
Wrigley Bldg. Penobscot Bldg. Dispatch Bldg. 


y, 


tinental network radio audience 
measurements.” 


HOOPER ‘TAKE’ TO TOP 
MILLION ON NEW DUES 


New York—Hooper subscribers | 
are going to pay more for the 
service, they learned at a luncheon 
sponsored by C. E. Hooper, Inc., | 
last week. The charges will go| 
up on a sliding scale, will aver- 
age about 10%. The effect of the 


|Hooper’s pooled income _ from} 
'$983,000 (for the year ended 
March 31, 1947) to more than 
$1,000,000. 

In presenting the new dues| 
structure, Mr. Hooper gave his| 


ihe said. 


clients a surprisingly frank look | 
inside the research company’s fi- 
nancial works: 

“We look with some concern at 
the looming $2,000 red figure for 
April, and a bigger one for May,” 
“The $4,000,000 of your 


BMB says KFH provides more listening in its 
highly intensive area (50% to 100%), and 
Sales Management estimates the effective buy- 
ing income of this same area at nearly three- 
quarters of a billion dollars. 

That's just port of it — You'll find a much higher 
buying income in the bolance of the coverage 
of KFH. People with real purchasing power 
make up the listening audience of KFH. 
Concentrate your advertising in this rich market 
covered by KFH, ‘That Selling Station for the 
Southwest.” 


THAT SOLID SECTION OF 
KANSAS RICHEST MARKET 


WICHITA 


DAY AND NICHT 


css $000 WATTS 


CALL ANY PETRY OFFICE 
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field ba 
wave: Products Getting 
rtising Y 7 : 
-Orpo- 
o Hupport Reveale 
sultant 
ion of 
. Bos- (Continued from Page 1) 
| Te]. Guild Wines .............-. 76,345 
Se, ERS. ko 4 ced ki ewes Cte 70,495 
A OW wad «Pale tates ehles 5s oo 393,519 
—— ee pa fn) a 95,585 
Wine Advisory Board....... 125,925 
ALCOHOLIC BEVERAGES— 
LIQUORS 
BachPGs PROM - vic cccevescccs $ 73,683 
3ellows Partners Choice..... 145,536 
Black & White Scotch ...... 119,626 
: Bond Ge Bester «i bawia ste 82,267 
Brown Forman King Black 
6 Oe eee «+++ 265,020 
Calvert Whiskies .......... 294,345 
Calvert’s Reserve .......... 208,635 
Carstairs White Seal....... 259,593 
CAPR 2UOe -b.4s6s0 is eee 56,581 
COYD P'S ROSS VES: cc eicsawcess 195,845 
Coronet V S Q Brandy...... 140,104 
ye ge) fe he ee 79,308 
+ Fleischmann’s Preferred ... 279,844 
FOUr Oe, crea ba caedeuss 158,123 
€ Gallagher & Burton’s Black 
Li 0066644445030 4 bance 54,111 
Glenmore'’s Old Thompson.. 274,973 
Haig & Haig Scots Whiskies 79,301 
HAtG. shack cadavesic ees 62,007 
UE Og Un re 92,707 
Hiram Walker’s Imperial... 129,258 
FUG Ge eres be 044% eee ees ks 535,347 
IM BON eee chs dw ds pes oe 141,671 
LENO Sa WS ols. 0% fe Ss 24s wr 90,656 
LOPE SeUTORE Souk idoiiaace vos 59,506 
Oe po) re 103,430 
mange. Old Sunny Brook .......... 155,501 
me? P i ee ee on Fv wees ch se 488,090 
Park & Tilford Reserve ... 400,008 
POUR ae i Sato ew s.04 500 66 55,917 
Pete Hagen’s Liqueurs...... 97,025 
PRED a bsiaid'c’s rats ves 138,933 
PIR ek Hk saad ee evs 53,232 
RIGHT Ee 60 ai b ce Sern ae 68,281 
Schenley Reserve .......... 349,456 
Seagram’s Crown Whiskies. 233,436 
ROGET SEED si saceeesewes 73,197 
Seagram’s 7 Crown ........ 52,237 
Seagram’s Whiskies ....... 106,771 
Southern Comfort ......... 225,424 
THOS POGCUOPES. 2.6 cscvvsess 308,219 
W Tee EN a Fn Sete ban cs 287,589 
Wilnenh FRACS All ccccccccas 93,557 
AMUSEMENTS 
Columbia Pictures ......... $ 96,984 
Howard Hughes Productions 113,548 
Metro-Goldwyn-Mayer 
PIGUMPGR 6a deKnae dessa werm 
Paramount Pictures, Inc... 176,747 
R. Ga PC Oe: koe ccc acces 268,200 
20th Century Fox Pictures.. 83,973 
United Artists Corp......... 84,843 
CONFECTIONS 
Bract’s Gamay BaP. occ cess $104,902 
NOGGE SINE. Sec ensecaauad 62,548 
stig | 50,435 
POWSRTNMNN. i ocasasaeeciiee 172,638 
Shotwell’s Candies ......... 78,987 
WERTeer et GH vb cascecvses 160,990 
GROCERIES—BAKING PRODUCTS 
Aunt Jemima Pancake 
Pee ecb scuye eT OoTCeTReTT Ss $254,180 
EO ee er 116,224 
po error ere Tr 281,699 
Flako Products ............ 119,598 
Gol@ BOGE? FPIGUr ...scccnce 149,181 
Creme GIRMGR (0506 ec cass 251,252 
= °°» »&4£nostess Cap Cakes ....... - 113,419 
Keebler Biscuit Co.,Crackers 50,582 
Pillsbury’s Best Flour ..... 222,897 
Pillsbury Sno-Sheen Cake 
PIG aa Ohad be enw ee ean a eas 59,662 
Presté Game Piour ....ss006 68,133 
é RobinhG@e: Pier ...cesssvss 60,617 
: RY - EP Pekar edse ts igs oe 91,850 
-.: Sunshine Biscuit Products.. 361,289 


Swans Down Cake Flour.... 108,561 


PAY SUGO. GPO | brs 6c tccwnces . 99,419 
Ward’s Tip Top Bread...... 152,237 
Wondee: MR dinkcnccesvad 647,500 

REVERAGES—COFFEE & TEA 
Barrington Hall Coffee ..... $128,195 
Barrington Hall Instant 

SGU. Sek kee CA Swe se resses 61,830 
Beech-Nut Coffee .......... 90,737 
oy i ea 68,487 
Borden’s Instant Coffee..... 456,070 
DOGCHE. RINE Faves iv ceae sees 153,172 
Chase & Sanborn Coffee.... 256,507 
Del Monte Coffee .......... 88,047 
Chlore-Eeee: eS sess vesecesss 73,880 
Pol@er’é GORGG sacs csccesee 202,825 


i, Washington Instant Coffee 74,005 


Hills Bros. Coffee .......... 119,569 | Cocoa Marsh Syrup ........ 81,076 | 
ee eo” Perera rere re ere rir ee 520,961 
Manor House Coffee........ 83,018 | CEREALS & BREAKFAST FOODS 
Maxwell House Coffee...... 424,333 | Betty Crocker Better Break- 
Maxwell House Instant | ye) Seer $ 73,105 
ER hos te eG oa weeks SOB, 606 | CROOPIOR oc csc ccswssececees 186,111 
McCormick Tea ...........- 59,215 | Cream of Wheat ........... 82,104 
ree 60,196 | Gerber’s Cereals ........... 77,360 
MEN bah i cnadaaekee 4 xi 346,562 | H-O Oats ............+.+00s 104,344 
Pan American Coffee Bureau 86,132| Kellogg’s All Bran ........ 207,087 
WE OE hs kccs caesc cases 405,204 | Kelloge’s Rice Krispies .... 89,404 
Sanka Instant Coffee....... 98,931 | Kellogg’s Variety .......... 128,431 
Savarin Coffee ...........-- 90,614 | Kix ........ hk ee eee co's 64s 314,812 
Maviawe WOW... 6.6 6s sea s0cas 144,295 | Mothers Oats ..........+..- 67,310 
White Rose Tea............ 70,743 | Muffets ........... seeteeeee 54,515 
a, a ee 67,250 | Nabisco Shredded Wheat.... 345,754 
P PHISOULY FOF ccc ci ceees 55,835 
BEVERAGES—SOFT DRINKS Post Corn Toasties ........ 79,751 
Canada Dry Sparkling Post’s Grape-Nuts Wheat 
MN Tei aGie.0.h shee edoe’ $231,101 | | Meal ...... tee eeeee een eees 95,400 
AMAR 665555 viet kels om 6 977,264 | POSt Tens .....+..+0.-eeeees 263,217 
Evervess Sparkling Water.. 122,864| Quaker Oats ............... 187,476 
Florida Fruit Juices ....... 54,608 | Quaker Oats Cereals........ 120,891 
Florida Grapefruit Juice.... 92,229| Quaker Pack-O-Ten......... 60,099 
Florida Orange Juice ...... 50,056 | Ralston Cereals ..........-. 63,059 
Florida Orange-Grapefruit BRTOGGIOS 6c ccc ces ecesesoes 52,526 
era wel SRA ek 46,042 Sparkies SSR Sa gS PARES CORN 495,451 
Libby’s Tomato Juice....... 116,443 | Wheatena ............++++- - 160,228 
Mountain Valley Mineral ; WHORES occcscccccscverees 456,873 
to, asain reeseee ners 53 prey CONDIMENTS 
vrei aoa 149.453 | Brer_Rabbit Molasses....... $100,022 
Texsun Grapefruit Juice.... 90,758 Del Monte Tomato Sauce... 72,272 
" . Diamond Crystal Salt....... 59,325 
BEVERAGES—MISCELLANEOUS | French's Mustard .......... 54,486 
Mc) a ae eae ee $194,476 ' Gulden’s Mustard .......... 135,634 


75 
Hellman’s Mayonnaise ..... 123,986 | Air Wick ........ sqneasase Se 
Hunt’s Tomato Sauce ...... RE CEE ive c.x'e-e 6 Sue pasoee Hao 42,632 
Bitohen Bouquet ......csces Peer eT reer eee ee 161,881 
gS Eee 67,481 | Peterman’s Exterminator... 50,610 
pS eg) Ser 53,395 | Westinghouse Bug Bomb.... 55,770 
gh) oa eee ie 104,875 LAUNDRY SOAPS & CLEANSERS 
DAIRY PRODUCTS American Family Soap 
Armour Mayflower Mar PE 64 o4 ca eure Oka eB $ 75,853 
NR 8a 24 6b SNK wets weed SD SED acta ccdicesecsvenauve 90,488 
Bordens Evaporated Milk... 61,225) Blu-White ................. 268,380 
SS rrr eee a ee 72,036 
Morcens Dairy Products... .« 27SA0e | BOOW os cisccdecvasscsvisvnt 196,614 
Bordens Starlac Milk ...... 64,184 
Breyer’s Ice Cream ......;. 124,878 
Carnation Ice Cream ...... 53,547 
COPANO BEAU Xe ctes ae ee 63,212 
pe et rere a 138,327 Th , 
Durkee’s Margarine ........ 78,596 
Jelke’s Good Luck Margarine 242,524 ° management mens 5 
Kraft Cheese ...cccscccvens 223,095 preferred source of daily > 
Land O’Lakes Butter ...... 94,655 Saami . 
Natl. Assoc. of Margarine business news in the nation’s 
Mfrs. ..... Seasares gen Geel 97,950 ld 
Nestle’s Evaporated Milk.... 312,310 greatest industrial area ! 
Nucoa Margarine .......... 153,560 f 
Pabst-ett Cheese ........... 72,082 — the Central West. 
DE. vies bus KU GOS OME OS aS 145,500 
Sealtest Ice Cream ........ 99,505 | (i). 
Swift’s Brookfield Products. 69,419 ant % 
Swift’s Ice Cream .....csece 79,087 7 we 
Swift's Allsweet Margarine. 208,255 Chicago Sournal 
DISINFECTANTS & - " 
EXTERMINATORS - f i 
ediadeem ts me = =6oof Commerce © 
Po | ere errr re errr ee ii 31,496 


ARTWORK CHANGES to fit the season. But six words 
of selling copy are stet in every Black Horse 
ad—"Imported Black Horse Ale, Canada's Finest." 
Constant emphasis of this theme in car cards, 
posters, high-spot spectaculars and high-fre=- 
quency 60-line newspaper ads have helped make 
"Canada's Finest" America's favorite imported ale. 


LOOK IT UP in 
the MARKET DATA BOOK! 
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SOME SALE. 147-year—old Shreve, Crump & Low Com- 
pany, BBDO Boston client, features gems to $25,000 
in 2/3-page, two-color New Yorker advertise-— 
ments. Object is to foster a national reputation 
rather than press for sales. However, the first 
insertion drew a query from a Middle Westerner 
about an $8,650 bracelet. He bought it. 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 
Advertising 

NEW YORK + BOSTON + BUFFALO + PITTSBURGH + CLEVELAND + DETROIT 

CHICAGO + MINNEAPOLIS + SAN FRANCISCO + HOLLYWOOD + LOS ANGELES 


BE RE, oy 
ltt ata tab a 


NORTH STAR'S NAME led all the rest when young 
women readers of a national magazine were polled 
on their preference in blankets. Human interest 
photos and emotional copy plant the idea ofa 
complete North Star Blanket Wardrobe.* Offers 
of practical little decorating booklets and 
sample blanket swatches wrap up sales. 
*Trademark Reg. 


aoe 


RARE MORNING FARE. "The Listening Post" woos 
women readers for The Saturday Evening Post with 
quarter—hour dramatizations of SEP yarns four 
times weekly. As many as five Broadway stars ap- 
pear ina single broadcast. To tempt the factual- 
minded, one- and five-minute spots selling non- 
fiction articles are also aired 300 times weekly. 
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EE. ik ic dake a ae ook 52,110] Old English Wax Products.. 106,449 
reer ee eee OR oe eer ee 333,387 
Bruce Floor Cleaner ....... Oe eee 67,602 
Chiffon Soap Flakes oo err eer 65,477 
eee reer erie es 204,826 | Rain Drops ..............e% 322,195 
CWOUOE. 635 644 Seton bee eisae es 546,883 | Renuzit ........ 103,294 
Daswle ...6..0--cccessescees RENE, Soo iui s dsc ads cve cena Bes 101,516 
EE a a eae aos ma Ge ie Se 48,622 
SUR Nae eb wes ee a 8ies Wns eh oe 173,806 i Sani Flush .....6.....000s0 158,438 
SE eerie ee ree aN ss og ae cade gues aiare ee 153,254 
po a eS ee aerere NS og ols, wis nine p bola hued 217,374 
ow oo Serre 9,166 | simoniz 149.665 
Ivory Flakes .............+. . | itr PTS rigt re 81,291 
POTS OW f6 6 cients were FO eres ee 51,662 
Johnson’s Wax Products.... 362,119 | Soilax .............c0cccceee 151,548 
Kirkman Soap Flakes...... Cee eee CREE bs, k swore xs ba a ORES 40,470 
im PPARCA .....-. Sere a Se ee reer ere 340, MS 
Lin-X Home Brighter ners CRPGepmaeeer BUGS. 2. ieccsss sineis 335,950 
PR ST bGkae as 44 05,08 e doe BOmiere peeme: BUGR kok idee cecens 11 5776 
O-Cedar Products ......s+s 80,286 |Swift’s Cleanser .......... 251,967 
Old Dutch Cleanser ........ RTO OME Finds 6 ab 552s er adede cs 160,480 


IN BUFFALO ... 
EVERYONE READS THE 
BUFFALO EVENING NEWS 


— a 


HOME COVERAGE 


HERE ARE THE FIGURES . 


Suttole City Zone Population 
Y State 1945 Population Estimate 


Member of City Zone Families 


NEWS Net Paid City Zone Circulation 
Audit Bureau of Circulations, Sept 30, 1946 


In the City Zone 


N. Y. State Estimate, 3.8 Persons Per Family 


IT ALL FIGURES TO 95.9% COVERAGE 


*TOTAL 
Net Paid 
Average 

Circulation 


A. B.C. 
Sept. 30, 1946 


262,094 


667,944 
175,775 
168,562* 


MAXIMUM COVERAGE 


AT MINIMUM COST 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER, 


Editor and Publisher 


“Western New York’s Great Newspaper” 
KELLY-SMITH CO., National Representatives 


New York @ Chicago @ Philadelphia @ Detroit @ Boston @ Atlanta @ San Francisco 


If you want to SELL... 
use The INDEPENDENT! 


Bob Peteler, Co-Owner 
Peteler-Pearson Co. 
Studeboker Dealers 
Pasadena, California 


Bob Peteler was the first auto- 
motive advertiser to use the In- 
dependent. He started over ten 
years ago, with his first ad ap- 
pearing in the second edition. 
From this very first ad, he has 
been sold on The INDEPEND.- 
ENT’S pulling power. In Bob’s 
own words: 

“Over the years, we have con- 
sistently bought and used more 
space in The Independent than 
in any other media. Being on the 
‘ground floor’, we frequently 


aa 


make a customer check as to the 
medium that brought them in. 
The Independent wins ‘hands 
down’! So you can take it from 
me, that’s why MORE of our 
Advertising Dollars go to The 
INDEPENDENT.” 


To find out more about the 
dividends awaiting the ad- 
vertiser who spends more in 
The Independent, call or write 
REYNOLDS-FITZGERALD, INc. 


PASADENA * INDEPENDENT 


| International Latex Corp.... 


Can Manufacturers Institute 
De Beers Consolidated Mines 


161,798 
105,590 


Delta Manufacturing Co 83,939 
Dura Glass Ultravac Jar. 199,143 
General Electric Co......... 414,167 
vai) Sa er ee 174,897 


International Harvester ... 79,348 


124,929 
184,683 


International Nickel Co..... 


Se 
i. Qe RROREE TE Te TCL Ee ETS 463,206 
Wyandotte Cleanser ....... 52,095 
MEATS, FISH & POULTRY 
American Meat Institute....$110,045 
Armour’s Meat Products.. 98,141 
Cudahy Meat Products...... 84,454 
40 Fathom Fish Products... 75,795 
Hygrade’s Meat Products... 90,741 
Mayer & Co., Oscar, Meat 
PGES. (i oFa se neeune Rass 50,349 
R & R Chicken Products... 60,914 
PON sctchbada sis Gan et ane 102,490 
Swift’s Canned Baby Meats.. 178,423 
5) re ee ga ee rien ea ee 122,781 
Van Camp Sea Food Prods... 173,678 
Wilson’s Meat Products..... 101,660 
MISCELLANEOUS GROCERIES 
Albers Products ...ccciccvs $118,471 
Beech-Nut Strained Foods... 170,257 
Betty Crocker Soups........ 203,967 
Birds Eye Frosted Foods.... 89,872 
CONE. Gi cciucmaswaveee ns <nmns 252,642 
Diamond Walnuts .......... 72,287 
Florida Grapefruit ......... 163,800 
Florida Oranges .........+:. 345,521 
Florida Tangerines ........ 128,039 
General Mills Inc. Products. 120,521 
Gerber’s Baby Foods....... 76,102 
Heinz, H. J., Institutional... 51,564 
Heme FroGuct® ...ccscveccus 55,560 
TGs DOU gc vck oetaranines 106,832 
Heinz Strained Foods....... 166,335 
wate’) PYOGMOED 6.06 bcc swces 71,983 
SUMMGE TIGBBOTES «6c ned ekvccs 58,317 
Mratt’s PrOGUGE. 2.626 scsvee 106,672 
Kre-Mel Desserts .......... 138,806 
Libby’s Strained Baby Foods 69,432 
Fe ey es Pe ee 97,121 
TsCOT TOURS 2 dso onc cn os eles 120,748 
Louisiana Sweet Potatoes.. 65,523 
My-T-Fine Desserts ........ 122,069 
Peter Pan Peanut Butter... 308,370 
Pictsweet Canned Foods.... 80,370 
Planters Peanut Products... 161,919 
PMRONG: BOURSES gs av sd sewcatas 62,330 
Rockwood’s Chocolate Bits. 89,936 
Royal Scarlet Fine Foods . 46,166 
S & W Food Products...... 76,315 
BOY 2:6 eames nek cs oe. bs 48's 86,952 
State of Maine Potatoes.... 73,686 
BUREING EGUORS. oe 6 foc.c ov tie 123,535 
BUMMISt OERMESS 26s cc iessee 394,693 
Oy OP ee eee 51,246 
Van Camp's Beans......:... 94,761 
White Rose Products....... 75,658 
Wilsons Prodagcts ...<e2i- 73,121 
HOUSING EQUIPMENT & SUP- 
PLIES; AUTOMATIC HEATING 
Fairbanks-Morse Stokers ..$ 40,432 
EPO “Bre foe. cca'h 6 ote 8 4 05 37,973 
Timken Silent Automatic... 21,704 
Bog ko 2 ee ee 12,995 
Williams Oil-O-Matic....... 15,547 
CORE IS. 2:4 6 New Oe 4kes ees 13,552 
AUTOMATIC REFRIGERATION 
Admiral Refrigerator....... $ 49,324 
BOCON. ” Kc Cras has camels 33,290 
ig 2 | Rey ee aed eer re 19,581 
FIXTURES 
| Chicago WOUGCCS. 0. 626 cuc $ 6,052 
cy, ge” | Oe ee ee 25,536 
Youngstown Kitchens ..... 33,508 
FUEL 
bo a Pan arr $ 35,023 
PES ies hort eh OCR es 42,296 
National Coal Association.. 43,830 
FURNITURE & FURNISHINGS 
Beautyrest Mattress ........ $ 76,660 
Charm Tred Shag Rugs..... 45,461 
General Mills Household 
os Se Cee ee 46,769 
CPUTSOUCR. BLUSE 6c cicseiivece 60,505 
BrGll) PRONG ous ncasccss 46,486 
Masland Broadloom Rugs & 
Re Sy ia 0 sid ae ho died S10 & 4196 95,521 
National Presto Cooker..... 174,625 
Pyrex Ovenware ........... 135,375 
Royledge Shelving ......... 43,036 
Whitney Baby Carriages.... 44,470 
HEATERS & STOVES 
| Hotpoint Electric Range....$ 33,010 
Presteline Electric Range.. 81,684 
HOUSING EQUIPMENT & SUP- 
PLIES; MISCELLANEOUS 
General Electric Products. .$148,888 
Thor WaASherte 266 iseere0e- 28,912 | 
INDUSTRIAL 
Aluminum @o. of America... 64,879 
American Can Company.... 75,154 
American Iron & Steel Inst.. 233,944 


| Patterson Sargent Paint 
Pe a Re SO eee 87,502 
Pullman Standard Car Mfg.. 98,137 
Scotch Cellulose Tape....... 80,985 
Sherwin-Williams Paints.... 242,433 
Timken Roller Bearing Co... 64,378 
United States Steel Corp..... 145,183 
Westinghouse Electric Co... 126,564 | 
INSURANCE 
Blue Cross Hospital Plan..$ 67,980 
Commercial Travelers | 
Mutual Acc. AGBR...2ccess 68,463 
John Hancock Mutual Life 
ite’ | ew aie ee atal wee so <.5.ccee 126,348 
Life Insurance Cos. of 
ge eee ee ee 850,955 
North American Accident 
ie Soe ea4 2 tke s 80a 08 oe 69,579 
JEWELRY & SILVERWARE 
Bretton Watch Bands..... $ 46,770 
PEOUIOTR WOtCh Co, sisecines 72.386 | 
| Elgin Watches 21,684 


DOO WP GGONOS. 66 coc ccawen 40,344 
Meenpenke RinGs .cccivices 107,565 
Westclox Products ......... 91,462 
MEDICAL 
Absorbine, Jr. .....-.s-eee $240,440 
PMOUECIOON .ecicectaneecawes 84,790 
aera are 50,003 
MUTI IONTIETING, 200 ccc dades 84,368 
CO gS Se ae ee ee ee 157,116 
Tee MOIS 6.654230 c nena 546,643 
es I Soi <4. aia: a's «rae 95,229 
ME 6 aks aad s.6 64a ne eee 115,799 
Beltone Hearing Aid........ 71,011 
i. Me cannes cave so cOe aus 404,042 
Blue Jay Foot Products... 160,979 
MPGene MGICHEE 6icc ics caesess 211,104 
Campho Pheneque ......... 74,087 
Carters Eadver Pilig... i... 78,522 
i Vere Ce Tre Cree 157,572 
Cuticoura Products ....s..e. 161,951 
oo re re eee ee 74,015 
oO aes Peete 320,127 
Dr. Edward’s Olive Tablets. 90,381 
Dr. Scholls Zino Pads...... 112,441 
BE <h SO ss en. eee toads eee 63,713 
SR rece ere ree 158,912 
Father John’s Medicine... 52,799 
ee er re ee 68,879 
Wietcher’s Castoria ....6.6. 117,702 
eee ey 53,114 
Te a Ss ko awed 68 owe 59,171 
On re 246,847 


Johnson & 


Johnson Band-Aid 55,067 


Lydia Pinkham Vegetable 
oN ee see 424,287 
eee ry eer ee 53,468 
en 134,140 
I ale kbs x 4 Kaine Karn & Dae RS 68,950 
Pree See eee ee 107,129 
EUEIO 6.4.6 5G asd cia seme 115,683 
| Ee re ere re 95,555 
DEAE 0's G0 ire Ce wie Ps ae ake 8,608 
PRIN 2b ares wit Wrkvdi eh eo 6% re ee 95,138 
UNE 1s. 6.4 6.6,0 <u ots 0-0 Ks.s wa es 83,930 
One-A-Day Vitamin Capsules 87,090 
POMGLPS BRLVS 25.000 coc sBaces 77,710 
POE  MOMIGL Acsccvinwccaegs 193,464 
POET, o's 08 6:5 0/5, 0-6 010 X88 117,692 
Phillips Milk of Magnesia... 327,814 
Pine Bros. Glycerine Tablets 64,927 
Sra a erable oa da, tings aes edt 80,113 
| I ne ere ea 51,806 
eI ee 70,478 
Resinol Products. .....ccsce- 132,886 
Reem Bae COMpOund.....ccseecn 79,435 
OD Sh 2 rere ee eee 301,885 
St. Joseph Aspirin . ....0c0- 116,758 
Scott's Bmulsion .......ccrs 74,487 
Or err err 110,440 
NN ret A ai a ew db, di 0-H ae ds 76,312 
Sy ee ee 64,328 
Sloan’s Liniment ........... 145,714 
2s Be a OS a a 87,189 
MRE WRDOTRD cokes ckceanes% 152,017 
WIGS VG-TFO-NOl ..66cicees 134,906 
RIED Yd ra win CA aar ae wh wd ak-0hd 125,322 
Ee ee re ear 78,362 
MISCELLANEOUS—GENERAL 
RENEE >), SAWiata eK ivéidras ae ec.¥ re $110,999 
BPOGRE. ZVOGOPGR ci cies cs cucies 350,018 
mveranarp Lead «i.e. 73,740 
Eversharp C A Repeater Pen 381,528 


Eversharp 
Eversharp 
Eversharp 


Fat Conservation 
Gibson Greeting Card 


Imperial Industries 
National Assoc. 


turers 


Parker Quink 
Reynolds International 
Co 


Pens & Pencils.. 150,243 
PEO 65.6684 10,435 
Repeater Pencil.. 15,373 
Campaign 339,146 
er ee 61,000 
Hamilton Ross Jet Flow Pen 7,688 
Haase » 6 59,501 
of Manufac- 
Rt eee ee ee ee 644,792 
Norcross Greeting Cards... 152,487 
Parker Pens & Pencils..... 381,348 
ee eee ee Tee 223,761 
Pen 
Lib aekw Medals wale ne od 530,713 
Sheaffer’ s Pens & Pencils.... 173,689 
Verret re tte 106,492 


Sheaffer’s Skrip 
Sheaffer's Stratowriter 


18,377 


Shoe Service Shops of 


America 
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Stratford Pens & Pencils... 64,115 
U. S. Army Recruiting... .1,083,053 
War Assets Admin........... 2,510,173 
Waterman’s Pens & Pencils. 143,365 
Wearever Zenith Pens & 

PORGUS ewiks sos ened canes 114,463 
PUBLICATION S—BOOK 
PUBLISHERS 
Appleton Century .i.iiecses $ 85,975 
NT) OO eee 123,631 
Book Club Associates ...... 96,287 
Book League of America ... 250,29) 
Book-of-the-Month Club 229,793 
Book Presentations ........ 95,296 
COMO COMED. Cae aaanecaceas 179,672 
Crown Publishers .......... 55,491 
Detective Book Club ...... - 192,583 
Sg Gere grcre fier 72,226 
preumsouns GO. isscéccdas bso 427,941 
DOUPISGSy DOTAR 22... 200045 283,424 

Doubleday One Dollar Book 

| OE a ree ae that 262,960 
Duell, Sloan & Pearce heuer se 65,307 
co a eres Poe ee 115,375 
Fiction mooe CHD. «22.5 0 -« 197,536 
Funk & Wagnalls Pub. Co... 90,048 
Funk, Wilfred, Inc.......... 99,752 
Grolier Society, Inc......... 73,054 


Haldeman, Julius, Publica- 
Pre Cree 72 
Harcourt Brace & Co....... 89,496 


i ee Re eee ee 184,42 
BEOMEY BROLE ME SoOi0 0k ides cae 73,69) 
FLOUBNtON. MITIN 2... ccsveds 178,963 
pS IT” 120,962 
Enppineott Cé,, J... Bo. iccisss 143,064 
Literary Guild of America.. 281,763 
Little Brown & Co......... 179,690 
MacMillan Company ......... 176,335 
ETO GR, Wis 4% 64 -e0 sds er’ 56,972 
Oxford University Press.... 56,457 
National Educational Alli- 
eee ee ee 134,170 
Frentice Ball, ING: ... 16.205 50,743 
rocmam #008, G. Pu... 2.65 83,258 
POMUGOM FIOUSO 2. bc cciciecis 87,724 
Rinehart & Co. Ine........ 160,754 
Scribners Sons, Charles..... 155,918 


52 
PAGES 


(Bhoxtl) 


ee 
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HERE'S 
Your New Book of 


OFFSET CUTOUTS 


BRAND NEW! Biggest $3.00 worth in adver- 
tising. 2200 headline display cutouts, usable as 
art. 52 pages of ideas, expertly compiled and 
classified, a rich source of inspiration an 
practical help. Will return its cost many 
times in composition and lettering savings 
Unlimited type styles; attention getters, news 
announcers, quality emphasizers; style, con 
struction, flavor and value headings; free of- 
fers; coupon heads; arrows, panels, borders 
etc., together with classified lists of 1200 de- 
scriptive words use in advertising any type of 
product or service. ORDER NOW. Postpaid 
$3.00, returnable if not genuinely pleased 
Compiled, copyrighted and published only by 


A. A. ARCHBOLD 


1209 S. Lake St. Los Angeles 6, Calif. 


We save you typographic wrangles 
By knowing all the latest angles. 
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64.115 simon and Schuster......... 219,195 | Polident Dentifrices ....... TERE DONE ys io ae aed snd deeeuteate 6 


, : eee loo ee iS | N 7,220 | Crowning Glory Permanent BUS LINES 
083.059 Unicorn My stery Book Club. 57,397 Poli EO 450 60heo0 645 0 eae ES 86,040 ee Ree eee ee ae I ON oa hs saab dea a's 00'S is 132,264] American Buslines ......... 
2,510,173 gen, ree Sr saad Ss see eee a Renee Se ee ee eer ee ee 215,628 Park & Tilford Preparations 107,477 | Durex Blades .............. 75,675 | Baltimore Transit Co....... 
143,365 ania Pate re ste 149°371 PERFUMES & COSMETICS alla ghee 4 teeeeees Early American Prods....... 56,410 | Greyhound Lines ........... 
x ca a AE ia cog or s : PPAFAtIONS .. 6.66. Eversharp Schick Razor 51,922 | National Trailways Bus 
114.462 whittlesey House .......... TOE OS NM ek Wk 64s Geek cdc «ux $502,771 | Richard Hudnut Preps...... Sithakee’ Si: a “i ig ninaaate ! vee shen ai sian 
bee gt a a ee 369,578 edhe si Gould Prepe:...... ewe EME Vatie Schack Se Rs & pea are Rl ba os EE SOB as sss rep Santa Fe Trailways i aitigt age 
K ; ourjois Preparations ..... 134,030 | Vaseline Hair Tonic........ eco ASF Soe es Aaseer en si 8's 58,235 ‘ ; : ee tec 
MAGAZINES Brandenfels Scalp Treat 84,125 | Ve | Kotex ..... ss se seers eens 142,757 RAILROADS 
Oa Ma ecenes aae $174,232 |Capana Preparations .....-. 59/601 | Vitalis 0222000000000000, Sage ang + EE 63.983 | Atchison, Topeka & Santa 
123631 AERO tN os arclceig no bcs 232,405 Canute WEI deus ha oe As 65,847 | Wildroot Hair Tonic....... 160,541 eemaacan ~ et nin gti: lt peep: GES iets, SA a $325,826 
96 987 ns EREINTR, 05 oe 4 5.4 5 od 239,025 Charbert (hepa tee eee eeee 107,032 | Woodburys Preparations ... 170,227 Persenns Biad on PUAN: fincas 146,259 {Southern Pacific ........... 237.704 
| 250.29) pally Racing Form........ 75,983 Susee Aone Sere Rit 2 Yardleys Preparations ..... 100,395 Renttaie Pasinken mt Wave._ pte 
229'793 | Financial World ........... 67,065 | Cotys Preparations ....... ++ 215,071 hoc hyrinpingh Ahinlemepagas ave.. 55,33 
eee cok Seanaakeeping ..... ++. 351,848 | Doan Preparations en aerans TOILET sears Seuivte Annie Sp0ik Bick’ Geta PARDON US 
) ae eater ge oy a go Dorothy Gray Preparations. 62,413|Admiracion Shampoo ....... $ 74,089 | Star Blades ............... 109,686 
. 65,49] House Deautiful ..........-. 99,919 | Barly "ics Preparations 59. COMO 4 oscae vas sav vess bear 348,701 | Tampax ......; 27.865 
, 192,583 Ladies* Roms JOurme) ..;..- ose iisibeth Arden ae osort Cashmere Bouquet ......... 4921352 oni Poresanent Wave Kit... 341786 _ New Customers 
: 72,226 LITO sec ccccceessserscvesces 335,866 Etiquet pe Oe Se eg iae 124,309 Drene Shampoo CP eee ee 412,436 ' re Waiting For You 
117,247 eee pn ee err ere Lr ee yeas 5 Day Underarm Pads...... 61,449 Fitch Shampoo settee eee eees 206,251 TRANSPORTATION—AIRWAYS if your business is in something 
, 283,424 BNewsweek ........+..+eees {:fe* | Harriet Hubbard Ayer Preps. 68,488] Fitch Shaving Cream....... 49,090 | 4 meric: oe Sek nce | to t drink 
Reader’s Digest ............ 325,678 | Helena Rubinstein P 2 ore ree | Gillette Shaving Cream 56 860 | smerican MATIIBOS: cic cisecs $265,216 | eat or drin 
sat , Mvening Post..... 80,918 ltriean beacaa en! eeeeee las pee “ cesuppiabais na ane | chicago & Southern ....... 103,742 | -.- . or something to wear, or just 
, 262,960 BSaturday Evening Se. , Hinds Preparations ........ 166,205 | Halo Shampoo ............. 264,396 | Delta Ai nt ce gelbees about anything. Here’s a ket 
“65,307 science Illustrated ......... 121,467 | Houbigant Preps. ........., 68.293 |Ivory Soap ..............6.. YD lg al ‘++ eee that really responds to the “invita- 
. 115,375 True Story rere: setae sees 52,404 Jergens Preparations ...... rey VERE | aS eee eae 69,031 Natic ’ al ry mee Bac eg toe oe 222,540 | tion to buy.” For the Negro looks 
. 197,536 Woman's Home Companion. 90,014| Lady Esther Preps....... et errr tee 272,356 eiticarens yi neh ee Soneene ten sgavanl = race press with confidence 
36 13 +++ 178,013 | ve ne roles am dum 12 TOOe PIP IINGD 6 0deic iii 64,736 | and loyalty. Your 
phe NEWSPAPERS — ste Ga aees Pd <3 69,601 tr mo gma sinchaectacesnaan sgn'e7e| ran American Airways..... 231:566 | these papers can win ‘tne Fammioae 
73.054 American Weekly, The ..... $118,316 | Max Waster San 4. aia OVE en = , Teer eae hes Hees s voer’*? Pan American Grace Airways 67,501 | and regular patronage of this 7 bil- 
=" si P y rt. 81.075 wa ait ‘ ywooe MISCELLANEOUS T xr Pan American World Air lion dollar market. Get the facts on 
comic Weekly, The ........ 81,0 Preparations ............ 114,940 LANEOUS TOILET Amen ss aoa some of the success stories built by 
SEGSE OAMES, WW OPED OTE, «20 + 9+ + 170,700 | Maybelline Preparations.... 199,671 ne Pennsylvania Central... ||. > 2478 | 8 advertising in this live field. Drop 
89,496 BNew York Herald Tribune.. apne Mennen Skin Bracer........ 55,594 | Berkeley Blades $194,991 | ening tama aie ‘Lin lh poe a letter or post card today to 
184,424 Mscripps Howard Newspapers 69,569 | Mercolized Wax ........... 89.6421¢C ee Mieeeias nah ateeeee Se ene | 
: 73/695 Wall Street Journal........ tists .... “ani eet milssinnt ae 295,399 Interstate United Newspapers, Inc. 
TS,095 BWall Street, SOULNAL.....06+ LUNES] MUM ...eseseereeeceseesess 27, VCre vite. Seer. 27,169 | WG: ARGOS. oi sins scenes 285,878 | NE 
: oaeee PUBLIC UTILITIES a Se 
143.064 American Gas Association. .$178,881 
281.763 bell Telephone Co. of Pa...... 243,229 
179.699 Brooklyn Union Gas Co..... 81,555 \ : ET sea ea oe aaa ag 
176,335 mchesapeake & Potomac Tele- i 
56.972 phone Co, ...csccessccces 130,181 
56.457 gchicago & Northern Illinois. 230,482 
Cleveland Electric Illum, Co. 56,011 
134,170 #Commonwealth Edison Co... 212,081 
50,743 Mconsolidated Edison Co. of 
83,258 | oe PRE VOR U CE ERE LET. 115,158 | . 
87,724 Mpetroit Edison ............ 63,792 
160,754 Duquesne Light Co. ........ 106,331 j 
155,918 Beast Ohio Gas Co........... Sane | 
Illinois Bell Telephone Co... 219,075 
———————= @indiana Bell Telephone Co... 63,407 Should Know What | 
ee M\Michigan Bell Telephone Co. 79,010 + 
New Jersey Bell Telephone 
iw eaten. Dae TeNgmens widen | RINTING PRODUCTS CORPORATION 
oo New Orleans Public Service. 66,545 | : 
«,. New York Telephone Co.... 434,285 | ° 
ne: q. Northwest Bell Telephone ot 4 
2 Ne 6 ae bleh edia op oo 9d 98,630 eo ee 
HERE lhio Bell Telephone Co..... 136,732 
j | Pacific Gas & Elec. Co....... 76,516 
f HH, ac oO & Teleg. . — F . : : 7 
I Pa ee Meee eS 42.775 Equipment and Organization is unusual — Operation is Day and Night. \ 
Panhandle Eastern Pipeline. 52,590 Printing Counsel is given on Economical Production and Proper Quality, \ 
ion Gas Light & Coke 96.803 Advertising Counsel is given on Methods, Copy and Illustrations. 
i hiladelphia Electric a 98,578 A large, efficient and completely 
Potomac Electric Power Co. 55,183 SPECIALISTS IN THE PRINTING OF : equipped printing plant. 
ublie Service of New Jersey 143,634 (The former Rogers & Hall 
Southern Bell Telephone & ; Comnen lant) 
TOLD. screws sscnesissccer 154,529 e pany p 
outhern California Gas Co. 62,458 
Southwestern Bell Telephone 
+: ne eee ee Pcasosensresees 215,175 ' 
See Mactela Co........++. 73'018 and printing requiring the same kind of equipment and organization to New Display Type 
produce, such as Booklets, Price Lists, Flyers, House Organs, Convention te 
RADIO SETS Dailies, Proceedings of Conventions, Directories, College and Institutional for all printing orders. 
UTS SAW ik ced cee cheers $ 48,703 Year Books, Paper Covered Books, Larger Quantities of Circulars, etc. 
TUMEGUNG cctadesevenvaseseedes 58,487 ‘ Clean Linot e 
th in adver- TRACT ECT Ce 323,644 : : ee: —= yP 
8. usable WBrotorola ...--.--.+ssss+s0e- 33.572 HERE is a large volume of the kind of printing Printing Products Monotype and Ludlow 
tration and |MPDIICO ... 16... eee eee eee 182,109 Corporation is best equipped and organized to produce, so if in t tti 
cost. many |BR. C. A. Victor..........000% 118,745 be it i . . . . . ypesetting. 
ng savings. |Manith 58621 doubt, it is best to write or phone what is wanted and information will 
. & 4 intents be promptly given. All Standard Faces 
gs; free of- SPORTING GOODS ‘ ‘ - < - 
ls, ponders, Hilbert Co., A. C., Toys..... $ 27,175 Here is complete equipment and organization to handle all or any part of type and special 
‘ephedra Ley te of printing orders in which we specialize—from ILLUSTRATIONS faces, if desired. 
° stpaic Aone PAINS .ccccesccccece vo, e f 
ely, Pleased. | facGregor Sports Equipment 19,391 and COPY to MAILING. 
i are aren: Sports Maul 116678 | Good Presswork 
pa S., . Tesseees ’ . . . . — 
LD Theeler Cruisers .......... 28,789 Printing Products Corporation has system. No orders get lost or side- Fe lat ah 
les 6, Calif. |[V'lson Sporting Goods ..... 20,379 tracked. Each order is assigned to an experienced executive who watches - 
TORACCO—CIGARS and follows the order from receipt of cuts and copy until delivered. Facilities for Binding 
AMIPACTION ..ccccccscsevcee $ 50,244 : ° ° . 
aids. oats. 147945 Business methods and financial standing are the best, which statement as fast as the presses 
PRUE. 5 fens escasannnes 193,841 is supported by customers, supply houses, credit agencies, First National print. 
e 9 . . . 
sy ger aeterte ae nas Bank of Chicago and other banks. Dun & Bradstreet, Inc., rates Printing 
eee eee e eee wee eae e ’ . . . . > 
“| CRS pr eneen 107,591 Products Corporation and associates over $1,000,000 highest standing. | Mailing and Delivery 
PUI sea csaveeset yea tae sr 119,121 / z 
yy Sere 99,823 rs) 2 ° service as fast as | 
MOE MEE, docs easwass cos 144,087 Ofer ' copies are completed. 
3 SNCS erraee tore ara ee 142,995 ‘ : | 
thd: 0 che eaaleaatenaia de 69'891 because of up-to-date equipment and best workmen. | 
ae  eeerererrre tre 239,494 2 | 
' 
CIGARETTES atch Delivery A SAVING is often obtained | 
amel Cece eeresereseseccese $661,706 because of automatic machinery and day and night operation. in shipping or mailing when | 
NOSSGSMOIG 66k ceiievcceweees eat printing is done in Chicago, 
Ci) Se rhe , the great central market and 
el MN oa oy os app dd 1,489,215 Right Price ' 
NS ola Ua da sd'a.n64.0i 46 96,210 : : j distributing point. 
y  SeepepsePeieer 552,337 because of superior facilities and efficient management. 
mills REOPPID ..cccses inven 803,781 — P P ° _ ° | 
RIG 6530 <convestaneates 1,058,747 A pane connection with a large, reliable printing establishment _ 
AN seen eeeesecreeeeeeeees 54,948 will save much anxiety regarding attentive service, ol % 
irginia Rounds ........... 63,952 ‘ : att \t 
quality and delivery. ME pvt 
TOBACCO agi \ | 
} 
BOM] oi cescccecccesedsvers $ 46,830 WE ARE STRONG ON OUR SPEC 
TINGE OOS 6 we. caw vecn esas 141,595 << 
MISCELLANEOUS TOBACCO _ 
Reynolds Tobacco Co., R. J..$ 71,209 - 
Ronson Lighter ........... 44,666 e 
ay 0 Lighter CeCe CoC eS CC® 32,43 t Wo: 
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ANTISEPTICS 
stevine $543 096 | (THE FORMER ROGERS AND HALL COMPANY) : 
ere eee ere Te ee ee 23,417 | j 
i LUTHER C. ROGERS PRINTER SPECIALISTS H. J, WHITCOMB 
DENTIFRICES Board’ Chairman and Vice President and 
leate Dental Cream...... $725,966 Management Advisor Artists - Engravers - Electrotypers Assistant Director of 
Lyons Tooth Powder... 207,708 L. C. HOPPE Sales 
teeth Dentrifrices ...... 145,103 ' Vice Chairman L. C. HOPPE 
a Tooth Paste ...... ... 616,809 '  gnd Managing Director Telephone Wabash 3380—tLocal and Long Distance aeehabs 
olynos Dentifrices ....... 54,596 j A. RB. SCHULZ P “ 
lynos Tooth Paste....... 193,694 Suckihedt Gud Polk and La Salle Streets, Chicago 5, Illinois W. E. FREELAND 
isterine Tooth Paste...... 642,871 f x Director of Sales . Treasurer 
Febeco Tooth Paste......... 138,667 ets has ee ce ee cS oo eee : ' ' ; 
tpsodent Dentifrices ..... 164,364 cea a ae SSP EE ae Oe eer ST ee - —— Se 
Pepsodent Tooth Paste...... 164,415 
Pepsodent Tooth Powder... 333,045 
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Atlantic Coast Lines 
Baltimore & Ohio 


60,452 
143,892 


Canadian National ......... 64,839 
Chesapeake & Ohio ........ 194,902 
Chicago, Burlington & 

NN eae TC eee 101,912 
Chicago, Milwaukee, St. Paul 

Ri ae 151,946 
Chicago & North Western.... 111,212 
Chicago, Rock Island & 

| ee eee 125,292 
Geeet IOOPGCMOrm 2. kci cs iacsue 161,068 
ee 98,126 
ee ee ree 104,416 
Louisville & Nashville...... 66,179 
New York Central.......... 263,136 
New York, New Haven & 

ey a eee 119,593 
Norfolk & Western ........ 57,942 
PPE IWOMER. occ ice sces 546,013 
Oe Si dad Cee een 88,213 
Southern Railway System... 73,569 
SING, OGIO ccs cewsicnwsste 602,078 
WHEEL. A oeen £440 done raved 81,135 

STEAMSHIPS 

Atlantic Gulf & West Indies 

i eer rrr eee re rer etre $ 67,697 


PRINTED » CELLOPHANE * ADHESIVE 


TOPFLIGHT TAPE CO. 


HUBER BLDG, —— YORK. PA. 


Cleveland & Buffalo S. S.... 
Detroit & Cleveland Naviga- 
tion 


ee | 


eeeeenne 


TION 


American Trucking Industry 
Chicago Surface Lines 


Acrobat Shoes 
TO Pea ee 
Artistic Foundations ....... 
Barbison Products .......:. 
Benjamin & Johnes ....... 
Celanese Corp. of America.. 
Cohen, Goldman & Co....... 
Formfit Co. 
ey errr eT yee 
Hanes Knitting Co. ........ 
Maiden Form Brassiere Co.. 
mem, Mobert & Co.......... 
ern eee 
Ward Green Co. 
Warner Bros, Co. 
to a er ere 


AVIATION 


ee 


Consol. Vultee Aircraft 
| Douglas Aircraft .......... 
| Lockheed Aircraft Corp..... 
Martin Aircraft 


|} Republic Aviation Corp..... 


GASOLINE & OILS 


Benertioan. OF Oi “inks sccat 
Cities Service Oil Prods..... 


65,820 


62,425 
52,664 


MISCELLANEOUS TRANSPORTA- 


American Express Travel. ..$167,859 


52,443 
58,852 


WEARING APPAREL 
$ 96,211 


55,858 
215,052 


50,673 
77,804 
54,792 


132,168 


270,802 


$ 90,458 
80,608 


Colonial Beacon Oil Prods.. 223,641 
Continental Oil Co. Prods... 181,281 
General Petroleum Prods.... 50,060 
Gulf Refining Co. Prods..... 164,742 
senmey Gl CO. cc cdacecccver 53,622 
Mid-Continent Petroleum .... 64,740 
Ohio Oil Ce: PROGB. 66 oc ccc's cic 102,824 
Phillips Petroleum Prods.... 235,397 
Shell Oil Co. Prods.......... 362,067 
Signal Oil Company........ 54,403 
Sinclair Refining Prods..... 53,599 
Socony-Vacuum Oil Prods.... 161,810 
Standard Oil of California... 382,623 
Standard Oil of Indiana.... 347,086 
Standard Olli of N.. g......:. 180,794 
Standard Oil of Ohio........ 185,353 
Standard Oil of Pa.......... 112,404 
Sun Oil Co. Products........ 456,852 
Paexas Co. Produets, << .0%6 205,790 


Tide Water Associated Oil 
Products 391,307 
Union Oil Co. Products..... 248,667 


PARTS & ACCESSORIES 
Anco Rain Master Wiper 
ee rrr ere ay ee $ 70,725 
Auto-Lite Batteries........... 63,546 
Auto-Lite Spark Plugs....... 160,391 
Fisher Bodies 78,714 


PASSENGER CARS (NEW) 


hls. d's @ dose Soe $481,443 
SET rE er ee 108,983 
oO ee re er ee 770,498 
7| Chevrolet Soap Box Derby.. 60,996 
Chrysler Institutional ...... 153,796 
PP -0-a'e% 4 (80 Od em ew ie Oe D'S 74,095 
RS 5:0 5a, 5)c 00a acer we oa oa 661,209 


General Motors Institutional 325,131 
Hudson 161,807 
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® The most beautiful 
picture in the world 
to aspace buyer* 
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NOW FOR SALE in 


Arizona’s half billion dollar market 


white space, 
that is 


Now you can advertise where 


Arizona’s wealth is concentrated — 


Phoenix, in the vital new evening 


daily all Phoenix is 


reading: 


Che Arizona Times 


_ ANNA ROOSEVELT BOETTIGER 


JOHN BOETTIGER 
Editor and Publisher 


eri 


Associate Editor 


REPRESENTED NATIONALLY BY WEST HOLLIDAY CO., INC. 


NEW YORK 
PORTLAND 


e CHICAGO e 
¢ SAN FRANCISCO 


DENVER 


e SEATTLE 
LOS ANGELES 


pe Xs) ee re 223,378 
EN so. aa, oc Clade > 4 SR 93,009 
0 Ee eres Te 255,188 
TELE . ak ec spew bames 428,270 
ON. PTC Tere 157,669 
og) re ee ey eee es 203,165 
ND! 505 5% oa 0b wre Gee 204,679 
OE. bs ase sui RaMS SO 188,438 
RENE 5.8 enw ease ea cha ee es 323,474 
TIRES & TUBES 
Pe rer ier rast £7 ae $ 98,952 
RE 6454685008 eee 104,367 
a chad ee elk kida's od wee eee 198,692 
MISCELLANEOUS AUTOMOTIVE 
DuPont Anti-Freeze.......... 23,747 
Super Pyro Anti Freeze..... $ 81,447 


WCAU Retains 
Gunning to Make 


Language Simple 

PHILADELPHIA — Station WCAU, 
the Philadelphia Record’s 50,000- 
watt CBS affiliate, has retained 
Robert Gunning to develop a 
yardstick of ‘‘simple language” for 
its script writers. 

Mr. Gunning is a specialist in 
language readability who has 
tested copy for the Wall Street 
Journal, Washington Star, United 
Press and others, grading it for 
ease of understanding by educa- 
tion levels. 

By preparing simplified scripts, 
recording them and testing them 
on studio audiences, Mr. Gunning 
will try to find suitable sentence 
lengths, words and human inter- 
est most acceptable to radio audi- 
ences. 

Dr. Leon Levy, WCAU’s man- 
ager, asserted, “I don’t think what 
we are doing will increase the 
radio audience, but I think those 
who do listen will understand it.” 

In a one-day test of the station’s 
scripts, Mr. Gunning found news 
programs were “most listenable to 
10th graders” and commercials to 
seventh graders. The reason com- 
mercials are more listenable, Mr. 
Gunning said, is that more effort 
and time is spent making them so. 


JOHN G. PAINE 

Detrorir —John Gregg Paine, 
New York, general manager of 
the American Society of Com- 
posers, Authors and Publishers, 
died of a cerebral hemorrhage 
here April 23, shortly after speak- 
ing before the National Federa- 
tion of Music Clubs. He was 57 
years old. 


H. RALPH BADGER 


BurraLo—H. Ralph Badger, 61, 
chairman of the board of Airport 
Publishers, Inc., printing and pub- 
lishing company, died April 20. 


ALBERT S. CUTLER 

Cuicaco—Albert S. Cutler, 37, 
vice-president of Charles D. 
|Spencer & Associates, insurance 
advertising agency, died of a heart 
| attack April 28. Mr. Cutler served 
/with National Underwriter until 
/joining the Spencer organization 
in January, 1946. 


CFAC Award Winners 
to Be Announced 


A total of 442 entries, 7% more 
than last year, were received in 
the fifth annual advertising com- 
petition of the Chicago Federated 
Advertising Club which closed 
last week, according to Douglas M. 
Smith, awards committee chair- 
man and executive art director of 
The Buchen Company. 

Sixty-five awards are to be pre- 
sented in 10 major divisions at 
the annual awards luncheon May 
8 at the Hotel Continental. Judg- 
ing was handled by a committee 
of 50 advertising authorities. In 
addition to the awards competi- 
tion, winners in the essay contest 
conducted by the CFAC in Cook 
County high schools will be an- 
nounced at the luncheon. 


Names Makelim Agency 


Waterfill & Frazier Distillery 
Company, Chicago, has appointed 
Makelim Associates, Chicago, to 
handle its advertising. Newspa- 
pers and outdoor posters will be 


used. 


Advertising Age, May 9, 


Ad Increase Aids 
Margarine Sales 


New YorK—Margarine sales to- 


3 | taled 500,000,000 pounds in 1946 as 


compared with 300,000,000 pounds 
in 1940, the National Association 
of Margarine manufacturers re- 
ports in a presentation now being 
made to groups of food dealers 
throughout the country. The as- 
sociation adds that while 70% of 
grocers’ customers were using 
margarine in 1943, by the end of 
last year 72% reported they were 
using margarine as much or more 
than ever before. 

In addition to its own institu- 
tional advertising program, the 
group said that individual manu- 
facturers will be publishing the 
equivalent of 160 full pages of 
advertising in magazines of na- 
tional circulation this year: the 
equivalent of 231 pages in Sunday 
magazines circulated with Sunday 
newspapers, and the equivalent of 
64 pages in medical and health 
journe!s. Another 64 pages will 
be scheduled in home economics 
publications and radio time for 
messages on behalf of margarine 
is reported equal to 106 programs 
a week on networks, and an addi- 
tional 365 spot announcements. 


ANPA Maps ‘48 Contest 


“The Newspaper—lIts Value in 
Education” will be the subject 
of the 1948 annual monograph 
contest sponsored by the Ameri- 
can Newspaper Publishers Asso- 
ciation, deadline for which is 
Jan. 10, 1948. This is the seventh 
annual competition, open only to 
graduate and undergraduate stu- 
dents in regularly organized col- 
leges and schools of journalism de- 
partments who have not received 
Master’s degrees in journalism at 
the time manuscripts are sub- 
mitted. The contest offers $500 
cash and a gold medal as a first 
prize, and scrolls to second and 
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third prize winners. 


To Harrington, Whitney 
The Los Angeles office of Har- 
rington, Whitney & Hurst has 
been appointed to handle the ad- 
vertising and sales promotion of 
Menasce Mfg. Company, Burbank, 
Cal. Plans are now being com- 
pleted for an extensive campaign 
on Electro-Mite portable washers 
and Malabar hydraulic bumper 
jacks. Business papers will con- 
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tinue to be used for the com- 
pany’s aviation and _ industrial 
products. 


FOR 40 YEARS, ROADS AND 
STREETS has served this field 
through personal field contacts 
that create sure-fire editorial lead- 
ership in this vigorous, never-static 


field. 24,000 CCA. 


WRITE FOR BOOKLET “What Users 
and Buyers Want to Know About Care 
and Maintenance of Equipment” 


PUBLISHING Ae 


d 22 W. MAPLE ST. * CHICAGO 10, It 
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‘Opportunity’ Ad 
Program Outlined 
at Chamber Meet 


WASHINGTON—Before nearly 3,- 
000 members meeting here last 
week to discuss. “paths to freedom 
and plenty,” the U. S. Chamber of 
Commerce unveiled a “grassroots” 
advertising and information pro- 
gram to provide individual work- 
ers and their fellow - townsmen 
basic economic facts about the do- 
ings and future of their hometown 
industries. 

The chamber’s role in a three- 
point program which has been un- 
dertaken in conjunction with the 
ANA, Four A’s and the Advertising 
Council, calls for frequent news- 
paper ads by individual companies 
to get across basic facts such as 
the percentage of sales revenue 
going for materials, labor, taxes, 
reserves and profits. 

Companies will be urged, 
through the national chamber, or 
through their local chambers, to 
tell more about their future plans, 
and to have annual “open houses” 
and “meetings” for the instruction 
of workers and townspeople. 


Joint Promotion Planned 
A second phase of the “Ameri- 


oie can Opportunity” program, bring- 

meri-ging home “what we have under 

Asso-gthis economic system and what it 

h isffcan give us in the future if we stick 

venth#with it,” will go ahead jointly with 

ly tof ANA and the Four A’s. Details for 

_StU-fits execution were reported at con- 

AH ventions in New York earlier this 

eiveqg month (AA, April 21). 

m atf The third phase, a long-range 
sub-Jeducational effort to teach the 
$5009 fundamentals” of the American 
first} economic system, will be sponsored 
and§ias a public service activity by the 

advisory committee of the Adver- 

tising Council (AA, April 28). 
Dy The need for “a better sense of 
' Bpartnership” between industry and 

7 the rest of the American people 

. ad. was underscored by young Henry 

yn offFord II in reporting at one of the 

bank,gmain dinner sessions that 75% of 
com-findustry’s employes think top man- 
paignfagement and_ stockholders take 
shers—more out of a business than em- 

MPeT Eployes do. 
ea “Yet,” Mr. Ford said, “a recent 

strial study showed that 72 large indus- 


trial companies paid 3 cents out of 
every sales dollar in the form of 
dividends; plowed back 1.6 cents 
into the business; paid 25.2 cents to 
employes in salaries and wages, 
and paid 64.2 cents to other com- 
panies for materials, parts, serv- 
ices, supplies.” On the other hand, 
Mr. Ford warned that “work, and 
not theories of social responsibil- 
ity’ are basic to the success of 
business management. 


‘Someone Else Will’ 


Challenging chamber members 
“to tackle the economic problems 
of our times,” he said: “We must 
accept the obligation of leadership 
primarily because if we do not do 
so, someone else will.” 

“We must have public confi- 
dence, and the public judges us 


ANDffon what we accomplish — not in 
fie! theoretical terms, but in terms of 
what Americans want out of life.” 
ntactsl “When things are not going 
lead-§richt, people turn to government,” 
static: Ford explained, but between 
1936, “when things were not go- 
Ing well,” and this year, “when 
things are going better,” the num- 
Users °c" of Americans who think gov- 
t Care ernment should own electric power 


npanies dropped 30%, he said. 
‘There can be no question that 


oy in this country has been 
eated by freedom of enterprise. 
ut it is a statistical fact that 20% 
all families in the United States 
rn less than $1,000 a year, and 
at 47% earn less than $2,000 a 


' standard of living which we | 


year. And such incomes do not 
go far when things cost as much 
as they do today.” 


Campaign Is Explained 


The “American Opportunity” 
campaign outlined by Dr. Henry 
C. Link, vice-president of Psycho- 
logical Corporation; Leonard Tres- 
ter, chairman of the chamber’s 
subcommittee on advertising, and 
Arthur M. Hill, chairman of the 
executive committee of Greyhound 
Corporation, attempts to teach the 
American people to recognize the 
great world conflict between “col- 
lectivism” and “industrial democ- 
racy.” 

‘Leaders in all fields of endeavor 
in this country have no doubts 
about the merits of our economic 
system,” Chamber President Wil- 
liam K. Jackson explains. “While 
our standard of living and free- 
dom are the envy of all the world, 
our system has been subjected to 
increasing attacks by those who 
would have us believe that other 
systems can produce greater 
achievements.” 

Fearful that this country will 
“slip into collectivism” without 
realizing it, Mr. Trester said “The 
people must know, when they vote 
for their elected representatives 
and the programs and_ policies 
which those representatives advo- 
cate, where the basic distinctions 
lie between collectivist economics 
on the one hand, and individual 
American opportunity on the 
other.” | 


Feature Successful Businesses | 


Reporting “gross misconcep- 


management salaries, the cham- 
ber’s first step is to correct misin- | 
formation about “our thousands of 
successful businesses.” 

On the assumption that “most 
people are not interested in na- 
tional averages,” it suggests ads 
revealing facts about operations 
and future plans; annual meetings 
for employes as well as stockhold- | 
ers; periodic open houses for the | 
community. 

Broader educational aspects of | 
the program are to be approached | 
in the future in cooperation with | 
| the other organizations that as- | 
isisted in preparation of the “Ameri- | 
‘can Opportunity” program. 

“This is not a campaign to sell 
advertising; rather it is a job of 
convincing advertisers to devote a 
part of their regular advertising 
budgets to selling the idea of 
American opportunity,” Mr. Tres- 
ter said. 

“We have spent hundreds of 
millions and will spend many more 
millions promoting our products 
and our services, but what have 
we spent to explain and protect 
the system that made all this pos- 
sible? 

“Why shouldn’t ‘American Op- 
portunity’ be as well known as 
‘Ask the man who owns one’? 
Why shouldn’t ‘American Oppor- 
tunity’ and all it implies be as well 
known as ‘99 44/100% pure’?” 


Asks Tax Ban on 
‘Opportunity’ Ads 


WASHINGTON — Benjamin C. 
Marsh, executive secretary of the 
People’s Lobby, renewed his de- 
mand last week that the Commis- 
sioner of Internal Revenue out- 
law tax deductions for “American 
Opportunity” advertising. 

Taking up where he left off in 
September, Mr. Marsh called on 
the commissioner to inform the 
U. S. Chamber of Commerce that 
he will not consider an advertising 
campaign on “private enterprise” 
as a legitimate cost of doing busi- 
ness. 

Mr. Marsh recalled a letter from | 
Commissioner William T. Sher- 
wood dated Sept. 5 which said, “It 
may be generally stated that the 
cost of advertising may be de- 


Last Minute News Flashes 
‘Nation's Agriculture’ Appoints Feldon 


Cuicaco—Edward A. O’Neal, president of the American Farm Bu- 
reau Federation, has announced the appointment of O. A. Feldon & 
Associates, Chicago, as consultant and national advertising repre- 
sentative for Nation’s Agriculture, its monthly publication. A nation- 
wide study was recently completed for the bureau by the Feldon 
group. New promotion, sales and publishing plans are under con- 
sideration. George W. Chatfield, advertising manager of Nation’s 
Agriculture, is joining O. A. Feldon & Associates. 


Start New Radio Consultant Firm 

NEw YorkK—Philip I. Merryman, manager of the planning and devel- 
opment division of National Broadcasting Company, has resigned after 
20 years with the network. He will establish a firm of radio consult- 
ants at 33 W. 42d St., in partnership with H. V. Anderson of New Or- 
leans. Mr. Merryman will continue to serve as consultant for NBC. 


Small Breweries to Push ‘Brewer's Best’ Beer 

NEw YorK—Sixteen small breweries already are making a new beer, 
Brewers Best Premium beer, which will be introduced soon in an in- 
tensified advertising campaign. Advertising, centering around the 
theme “A Big, New Name in Beer,” will begin this month in trade pub- 
lications and next month in consumer magazines. Brewers cooperat- 
ing in the plan, which is being handled by M. H. Hackett Company, 
will continue brewing their original brands, using idle equipment for 
the new brand. 


Expands Old Forester Mint Julep Promotion 

LOUISVILLE—Brown-Forman Distillers Corporation will expand its 
Old Forester whisky-mint julep promotion to a new peak this summer, 
spearheaded by four-color page advertisements in 13 national maga- 
zines and two-color newspaper copy in selected markets. Extensive 
point-of-sale material also will be employed. 


Chesterfields Back in Dailies for Big Drive 

NEw YorK—Liggett & Myers Tobacco Company this week will start 
its first large-scale newspaper campaign for Chesterfield cigarets in 
more than three years, tying up with movie stars in a series of 10 
weekly 1,260-line insertions in about 600 newspapers in cities of more 
than 50,000 population. Newell-Emmett Company is the agency. 


Magazine Ads Push Film, ‘The Other Love’ 


NEw YorkK—United Artists will shortly begin a magazine and spot 


10 magazines are on the list for two-color pages, and four-color copy 
will appear in the Pictorial Review timed for picture openings in vari- 
ous cities. The budget is reportedly $400,000. Donahue & Coe has the 
Enterprise account. 


‘Look’ Plans Spot Radio Campaign 

NEw YorK—Look will begin a three-month spot radio campaign in 
mid-May, running every other week on 115 stations. Kenyon & Eck- 
hardt has the account. 


in the company or its product with | 
the object in view of producing a 
return commensurate with the 
amount of such investment.” 
Though the Bureau has insisted 
that each tax return must be han- 
dled separately and that there can 


‘Parade’ Adds 
‘Phila. Inquirer’, 
Drops ‘Bulletin’ 


NEw YorK — Marshall Field’s 


be no blanket interpretation on the 
chamber’s proposals. Mr. Marsh 
claimed: “The continued campaign 
of the Chamber of Commerce and 
the development of other propo- 
ganda campaigns to fool the peo- 
ple, at the expense of the people, 
make it imperative that the com- 
missioner warn would-be law 
breakers that they are not above 
the law.” 


Council's Work Praised 
by Country's Leaders 


The Advertising Council has re- 
ceived congratulations for the 
work of business in using its ad- 
vertising during the last five years 
to help solve public problems from 
educational, civic, business and 
government officials, including 
President Truman, Attorney-Gen- 
eral Tom Clark; Maj. Gen. St. 
Clair Street, chief of military per- 
sonnel procurement service; Sec- 
retary of the Treasury John W. 
Snyder; Basil O’Connor, chairman 
of the American Red Cross; E. W. 
Palmer, president of the National 
Society for Crippled Children. 

The list also includes Clinton P. 
Anderson, Secretary of Agricul- 
ture; W. P. Shepard, M. D., presi- 
dent of the National Tuberculosis 
Association; Everett R. Clinchy, 
president of the National Confer- 
ence of Christians & Jews; H. J. 
Heinz II, chairman of Community 
Chests of America; Lindsley F. 
Kimball, president of United Serv- 
ice Organizations, Inc.; James For- 


'restal, Secretary of the Navy, and 


Gen. A. A. Vandergrift, command- 
ant, U. S. Marine Corps. 


Names Alice Lake 


Alice Lake, formerly with John 
Falkner Arndt & Co., has been 


\ducted only when such advertising 
is designed to interest the public 


named account executive of Mac- 


|Kenney & Shontz, Philadelphia. 


Sunday picture magazine, Parade, 
took page space in the Chicago 
Sun and the New York Herald 
Tribune last week to announce 
that effective May 18, it will be 
distributed with the Philadelphia 
Inquirer instead of the Philadel- 
phia Bulletin. 

The Inquirer raised Parade’s 
2l-market circulation to more 
than 4,500,000, including 15 mar- 
kets not covered by any other 
newspaper magazine. There will 
be no change in rate until the 
July 6 issue, when a new rate 
card will be issued. 

Originally in the Record, Pa- 
rade’s franchise was inherited by 
the Bulletin when David Stern 
sold his paper, but duplication of 


The American Weekly and This 
aw caused the switch. 


K&E Gets Borden 
Summer Show 


| New YorK—The Borden Com- 
| pany has picked ‘Arthur’s Place,” 
|a new show, through Kenyon & 
| Eckhardt, as summer replacement 
for the Ginny Simms _ show 
|through Young & Rubicam, on 
‘CBS effective June 20. 

Arthur Moore, producer-direc- 
tor of Borden’s “County Fair” on 
CBS through K&E, and a former 
vaudeville actor, will make his 
first formal microphone appear- 
ance as star of the show. 

“Arthur’s Place” will be a 
transcontinental bus stop near a 
| big midwestern city, and Arthur 
| will preside as its good-natured 
and awkward owner. The show 
will promote milk and ice cream. 
It will originate in Hollywood. 
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Share Newsprint 
or Get Rationing, 
Capehart Warns 


WASHINGTON—Sen. Homer Cape- 
hart of Indiana reported last week- 
end that his newsprint subcom- 
mittee has warned the publishing 
industry that legislation for news- 
print rationing “will undoubtedly 
be introduced” unless the industry 
cooperates “by prompt and volun- 
tary efforts to put its distribution 
house in order.” 

Senator Capehart, who considers 
rationing “undesirable and eco- 
nomically unfeasible,” found 95% 
of the newsprint supply going 
under contract to large users, while 
90% of the small dailies, weeklies, 
fraternal, labor and civic organ- 
izations buying from jobbers split 
the remaining 5% of output. 

A committee survey of 100 lead- 
ing newspapers showed average 
advertising linage up 26.2% and 
average circulation up 5.3%. 
“While the comparisons are not 
conclusive,” Senator Capehart said, 
they parallel the 28.4% increase in 
newsprint production “to a re- 
markable degree.” 


Small Users Suffer 


“Meanwhile,” he told the Senate, 
“small jobbers and publishers tes- 
| tified that they were not receiving 
| their portion of the newsprint pro- 


tions” about profits, dividends and | radio campaign for Enterprise Productions’ “The Other Love.” About| duction increases and that they 


were being held to 1945 usage or 
| lower.” 

| While the committee estimated 
that 144% to 2% of the total news- 
|print would “adjust the deficit of 
| small users,” it found “at least 10 
of the larger newspapers record- 
_ing advertising linage increases 
|from 30% to 73%.” 

| Among individual papers men- 
tioned, the Miami Herald, with ad- 
_vertising linage up 73.3% and 
‘circulation up 13.3%, made the 
most spectacular gain. Others with 
| big advertising increases: St. Paul 
| Dispatch and Pioneer Press, 54.2%; 
Seattle Post - Intelligencer, 52.6%; 
Minneapolis Star - Journal, 51.2%; 
New York Times, 46.4%; Chicago 
Tribune, 45.4%; Philadelphia Bul- 
letin, 40.2%; Cleveland Press, 
40.1%; Chicago Daily News, 35.4%; 
Washington Post, 33.4%. 

It found advertising of 17 
Scripps-Howard papers up 26.5%, 
and 16 Hearst papers up 26.6%. 
The New York News, its advertis- 
ing up 23.3%, had an 11.3% circu- 
| lation gain. 


Urges FTC Investigations 
| Many large papers held down 
advertising in order to take on ad- 
‘ditional circulation or provide 
| more news coverage, the commit- 
| tee acknowledged. 
| On the assumption that the 
shortage will continue, the com- 
mittee urged passage of S. 1080, 
the Capehart bill exempting an 
lindustry “hardship committee” 
| from anti-trust prosecution, and it 
| urged FTC to investigate diversion 
| of paper from regular customers 
'to “outsiders” for exorbitant prices. 
The industry committee, made 
up of newspapers and magazine 
|publishers, paper manufacturers 
|and jobbers, would investigate 
|hardship cases and supply news- 
|print by means of voluntary con- 


| tributions within the industry. 
Strike Still Unsettled 

| Both sides reported “no change” 
|last week in the still - unsettled 


| strike of the United Office & Pro- 
| fessional Workers’ Magazine Guild 
against Parents’ Institute (AA, 
March 31). Publisher George Hecht 
said the situation remained the 
same; the union said some negotia- 
tions were in progress, and hoped 
jthat the New York Mediation 
|Board might be able to effect a 
| settlement. 


vt / | | P e 5 s 
3 : 
; a. -| 
. ; 
| 
a 
hi < 
- 
we 
ae ee a 
“i 
Ss Bie. 
| a 
| : 
gy ; 
td 4 
y . s 
z= ¥ 
= : 
] “ 
| | 
nia f Ne ’ 
ae 
sii vie a oo : Aas : ; ? Os . 2 i é : : ¥, “. te et ’ 5 . eu <i 4 ; 


CHICAGO DAILY NEWS 


The Chicago Daily News is Chicago’s HOME 
newspaper. As a family publication it is en- 
joyed by all members of the family who are old 
enough to read. The reader-friends of the Daily 
News number more than a million by a very 
conservative estimate. And they are the most 
IMPORTANT million buyers in this Midwest 


metropolis and its suburbs. 


Moreover, these spending folks can be directly 
reached—yes, intimately reached—by a single 
home newspaper. It’s the Chicago Daily News 
with SELECTED mass circulation. What this 
character of circulation means to SALES- 
MINDED men is made clear and emphatic by 
the family income figures on the left. If you 
don’t get in these important homes. with what 
you have to say, you can hardly expect to get 
in with what you have to sell, 


For 71 Years Chicago's HOME Newspaper 
JOHN S. KNIGHT, Publisher 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


LOS ANGELES OFFICE: 606 South Hill Street 
NEW YORK OFFICE: 9? Rockefeller Plaza 


DETROIT OFFICE: 407 Free Press Building 
SAN FRANCISCO OFFICE: Hobart Building 
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